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“The Spirit of Westinghouse Achievement in Electrical Refrigeration” 
from a painting by RockwE.u KENT. . Dc. bee pages 17 to 20 inclusive 
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A NEW SALES-LEADER 





in the Colonial spirit. to uf 


mateh most American homes 


REPEATED investigations have revealed that there are more American 
homes furnished in Colonial style than in any other: homes such as 
your customers live in; homes that will make this new banjo clock, 
illustrated at the right, a particularly profitable and fast-moving 
member of the Telechron family. : 





Its design is true to the best Willard tradition. Its case is mahog- 
any with glass panels, the lower showing an old clipper ship. It is 
20% inches high to the tip of its quaint brass eagle. A clock that will 
sell and bring repeat orders. 


Hostess, left below, is a popular kitchen wall clock, with moulded 
case in white, green, ivory, vellow, orange and black. 7% inches wide, 
it retails at $9.75. 

Nottingham, at bottom, is a_ pleasantly decorative design, 
Sheraton in motive, of mahogany with inlay. It stands 95¢ inches 
and retails for $30. 

These clocks, like the rest of the Telechron line, are backed by 
the biggest national advertising campaign ever launched for electric 
clocks. They are made by the makers of the famous Telechron 
Master Clocks in America’s power houses. They are free from instal- 
lation and service difficulties. They offer you increased revenues 
and generous profits. Use the coupon below to get the full story. 






















Abore No. 694—Butirincn. Mahogany case, colored glass panels, 201% inches 
high. 314-inch cream enamel dial. Retail $19.75. 


Left No. 454—Hostess. For the kitchen. Moulded beetle case. Six colors. 744 
inches wide. 5-inch enameled dial. Retail $9.75. 


Below No. 350—NotTtTincHam. Case of mahogany with inlay. 9% inches high. 
4\4-inch silvered dial with gold band. Retail $30. 








WARREN TELECHRON COMPANY 


13 Main Street, Ashland, Massachusetts 


Please send me information on Telechron Electric Clocks 


and details of your authorized dealer franchise. 


Name 








Address_ 
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months, and the shorts are far less sure of 
themselves than in a long time. The odds 
will be pretty clearly against the bears for 
the next two months unless the bulls try 
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Underwriters Laboratories 
Inspected and Aproved 





. - « the coupon below is for 
your convenience. Use it, and 
start on this profit-maker 


right away. 


Approveg 


ested 
SERIAL NO 2976 
Good Housekeeping, 
©, °Institute  « 
2 House 
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Imco 


Eleetric Portable 
Radiator 


What a boon to dealers, jobbers and central 
stations! A fast-turning heater with a 5- 
year guarantee that eliminates all service on 
your part—we replace any defective heater 
within that period. The IMCO must be 
right in design, in workmanship, in mate- 
rials, when we can back it up with a guar- 
antee like that. 


The Imco sells on sight. And we’ve proved 
it. By actually testing its salability in 
dealers’ stores and central stations in every 
section of the country. On display it gets 
immediate attention from user prospects— 
arouses interest—and, when plugged in on 
the line, it proves its value as a heater and 
the selling is done. 


The Imco Portable Electric Radiator does 
not require any water. Weighs 19 lbs.—stands 223 in. high, 14 in. 
wide and 9 in. deep. It has a radiating surface of over 1800 square 
inches—three times greater than other heaters. Sections are of 
strong sheet steel, finished in black japan, baked under high tem- 
peratures so that it maintains its beautiful black finish in spite of. 
heat. The edges are trimmed in highly nickeled brass. Aluminum 
handle, legs of malleable iron tipped with rubber. Switch mounting 
and terminus wire ends of cast aluminum. A high-quality switch - 
leads to a 9-ft. feed cord. Mica elements, with high grade resist- 
ance tape. All electrical joints and wires are insulated with porce- 
lain and fibre. Packed in a special, easily handled corrugated 
Parcel Post carton which protects it in shipment. 


The IMCO is made in 6 section, 1000 watts, or 1000-2000 watts with 


two heat controls; and in 4 section 660 watt, or 1000 watts. Either 
110 or 220 volts. 


Be the first in your vicinity to display and sell this new heater. 
Send coupon for details. 


INDUSTRIAL MFG. CO., INC. 


Electrical Division 


79 Sudbury St. Boston, Mass. 











INDUSTRIAL MFG. CO., INC., Electrical Division, 79 Sudbury St., Boston, Mass. 


Please send me full details on the Imco Portable Eleciric Radiator. 
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A Program for PRoGREss 


HIS magazine is devoted to the practice, not theory, of dis- 

tribution in the electrical appliance field; to the promotion of 
policies which build more and better business for all those engaged 
in appliance selling whether they are power companies, electrical 
dealers, contractors, specialty men, department or other stores. 

The major problems of production, management and finance are 
outside Electrical Merchandising’s field of service, as they are outside 
the daily problems of the greatest number of its readers. Yet, with 
this issue, we present a supplement under the titleh—A Platform for 
American Business—which deals broadly with American industry 
and business as a whole. This platform, prepared by the editors of the 
McGraw-Hill Publications, presents a sequence of recommendations 
which, in their opinion, are necessary to business recovery and funda- 
mental to the stable continuance of our national prosperity. 

Furthermore, we urge our readers to study this platform. While 
some of it may be too general in character to be applicable to the 
immediate problems of appliance men, it is none the less important 
to them as business men affected by the conditions and trend of all 
business. 

It contains, moreover, much that bears a specific relation to the 
electrical appliance industry. As for instance in the emphasis on the 
maintenance of the high standards of living. Surely the prosperity 
of no other industry is more closely involved with the American 
living standard than our own. We helped to make it. Our growth 
depends on extending it. 

Industry action through cooperation is another recommendation 
of this platform, and within the electrical industry we see more and 
more clearly that cooperative activity brings immediate and sure 
results. 

Long term planning is urged, and that also is increasingly recog- 
nized as a necessary element in achieving our aims—as examples: 
wiring adequacy, farm electrification, higher standards of lighting, 
the development of load factor correction. 

These are a few high spots only—the whole will repay careful 
reading. Business men who have been confused by the division of 
opinion on trends and the contradictory interpretation of facts, will 
find here a statement of underlying principles to clarify thinking 
and the outline of a course of action leading toward permanent im- 


provement. 


EDITOR 
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The 
Annual Operating Cost 
of a 
SMALL CAR is $180 
and there are 23,000,000 in use 





In 
Less Than 10 Y ears 
almost as many 


RADIO SETS 
have been sold 
as the present total 
of domestic electric 
customers 





Yer 


There Is Only 1 Wired Home In Every 3 That Uses 
More Than 1 Electrical Appliance Out of a Choice of 200 
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will Nor settle 


Commercial Problems 


By 


W. Alton Jones 


Vice-President H. L. Doherty Co., 
President N.E.L.A. 


ISTORY records that it 
was Thales, the old Greek 
philosopher, who first re- 
corded his observance of the 
electrical phenomenon. Thales 
lived 2,600 years ago, and his ob- 
servations had to do with the 
power of amber when rubbed 
with cloth, to attract light objects. 
From the day of Thales down 
to the present time, major de- 
velopments in the field of elec- 
tricity have been led by great 
scientists. It is true that more 
than 2,500 years elapsed between 
the observation of Thales and a 
realization of what the mysteri- 
ous force of which he wrote. 
could and would do for mankind. 
Science has nevertheless been 
generous in her contributions to 
the electrical field. In the past 
two generations science has been 
so profligate that there is scarcely 
one of us here who dares say 
that he can even name the various 
applications of this mysterious 
force in modern life. For the 
last 50 years the engineering and 
research students have worked 
feverishly, each trying to outdo 
the other in making some new la 
contribution to our trade. A great industry has been 
builded, and it would be strange, indeed, if we in the 
business did not feel great pride in the record of our 
engineering accomplishments. We must admit, how- 
ever, as we examine the record, that at no time have 
we excelled in commercial development. In most great 
industries in this country, mass production and mass 
sales have gone hand in hand in business development. 
The electrical industry has been slow to make the most 
of its commercial opportunities. 
There is, of course, no particular reason why we should 
waste a lot of time in discussing why we have been slow 
to take advantage of our commercial opportunities. As 


share. 
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“Plans for the future should include: 
More rational rate forms. 


A development of greater use by the millions 
of customers who are not now paying their 


Complete cooperation between light and power 
companies, electrical dealers and contractors in 
the matter of widening our services.” 


I have analyzed the situation, 
three reasons, or perhaps | should 
say excuses, suggest themselves. 
Perhaps the most vicious is the 
now exploded non-competitive, 
or monopoly, theory. Time was 
when electrical men everywhere 
had an idea that all they needed 
to do was to build a generating 
station and some pole lines, and 
business would flock to them. 
Fortunately, that day has passed, 
and the electrical industry real- 
izes, as most industries realized 
from their inception, that people 
in America do not buy things, 
but they need to be sold. There 
is no business that I know of 
where salesmanship is quite so 
essential as in the public utility 
fieid. In spite of the old moth- 
eaten opinion that our business 
is non-competitive, it is a highly 
competitive industry. It was 
necessary in the beginning to dis- 
place other forms of lighting 
which could then, and still can, 
be supplied cheaper than it is pos- 
sible to give electrical service. 
Certainly it takes some measure 
of salesmanship, and in spite of 
the fact that electrical service is 
far superior to most other forms of light and power, 
superiority alone will not sell a product. 

This first reason, or excuse, is responsible for the 
second reason that we have not made greater commercial 
progress; and that is, we have made no important com- 
mercial effort. Believing, as electrical men often did, 
that business would come to them without effort, they 
were loath to spend the money or the energy in the devel- 
opment of commercial plans. Perhaps we should not be 
too critical of the electrical leaders of other days for their 
lack of vision along commercial lines. We in this light 
and power business are selling a service, and not a com- 

(Please turn to page 71) 
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Philadelphia will Sell 


5.000 RANGE 


in L93TL” 


The Philadelphia Electric Company adopts free wiring and 
a broad cooperative program on the sale of electric ranges— 
the story of a sales bogey that has become a campaign slogan 


B HILADELPHIA is the 

y Przes city to become 
range-conscious. 

Philadelphia is the latest city 
to adopt free wiring. 


Laurence 
—\ ray The Philadelphia Electric 
Company, with half a mil- 


lion domestic customers, have announced, to go into 
effect March 15, their entry into a broad cooperative 
electric range promotion program with the Electrical 
Association of that city. From 1,000 range sales a year, 
an initial bogey of 5,000 units has been set for 1931. 

The policy of absorbing the installation costs on all 
ranges sold on the lines of the power company has been 
gaining momentum every month since the editorial sug- 
gestion “Remove the Barrier” first appeared in the May 
issue of Electrical Merchandising. And for reasons that 
require no great analysis. 

To that large group of power companies throughout 
the country who have endeavored earnestly to sell elec- 
tric ranges, employing at the same time, much the same 
methods that had proven useful in the case of refrigera- 
tion, washers, cleaners, it is becoming increasingly 
apparent that in order to move this merchandise in any 


considerable quantities, specific and more drastic 
methods must be adopted. 
Ranges, they have found, do not sell themselves. 


Further, usual methods of display, advertising and per- 
sonal selling have been almost equally ineffectual in 
influencing housewives to switch to electric cookery in 
any great numbers. Distinctly not demand merchandise, 
the electric range stands almost at the top of the list 
of specialty products requiring relatively 
cultivation. 

To the problem bright minds have been bent, no small 
number of ingenious solutions proposed. Generally con- 
ceded is the fact that education is the primary force 
that will begin to open up, in some heartening sense at 


intense 
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AUSTIN MONTY 


Manager of Merchandise Sales, 
Philadelphia Electric Company 


GEORGE R. CONOVER 


Managing Director, Electrical 
Association of Philadelphia 





least, the vast market existing for electric cooking 
equipment. Education not only as to the speed, cleanli- 
ness and economy of operation of the electric range, 
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A 
MODERN CITY 


Historic Philadelphia, home of 
Independence Hall, is anything but 
tradition bound. The modern build- 
ing above is typical of the spirit of 
the times. New merchandising 
methods find Philadelphians equally 
open-minded—witness the new 
policy described in this article. 
Many a pepper pot will simmer on 
an electric range in the near future. 


‘but as to its beauty, its safety, its low purchase cost 


(comparable in many instances now to the gas range ) 
which from a standpoint of intrinsic value and prac- 
ticability set it above competition. 

Advertising, cooking schools, home economics de- 
partments of power companies, have done much towards 
this first important work of education. The sales of 
ranges, on the Coast in particular, have shown gratifying 
increases from year to year. Increases, it should be 
borne in mind, not in any way commensurate with the 
inherent possibilities of the product when it is considered 
that cooking equipment of some kind are used in every 
home, but increases, nevertheless. 
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GALLOWAY 


To a number of sections of the South, too, educational 
methods have brought definite results; here, however, in 
conjunction with cut prices, long-term payments, the 
giving of premiums—aggressive merchandising tactics 
on the part of some central stations that have been in- 
strumental in tearing down natural competition. 

But despite the general recognition, acceptance of 
range promotion through education, a great number of 
companies, territories found that although there was 
manifest a small quickening of interest in the use of 
electricity for cooking, that sales throughout the east 
and mid-west particularly showed no healthy improve- 
ment. 
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Where the price of the range was right, where the 
rates were properly adjusted to allow for heavy-duty 
consumption, where tested educational promotion was 
being employed there was still a barrier which prevented 
the electric range from being sold in direct competition 
to the gas. The barrier, of course, was the installation 
cost which ranged, in different communities, anywhere 
from $35 to $80. To this barrier could be directly laid 
another evil bearing on the distribution of the electric 
range: the inability of the smaller dealer to profitably 
display, sell a product requiring such arduous, time- 
consuming promotion. 


OW a number of larger power companies operating 

throughout New England, Connecticut, and Massa- 
chusetts in particular, met the issue squarely by declaring 
a policy of absorbing the charges of range installation 
has already been reported in these pages. And apart 
from the very definite result of boosting their own range 
sales, the policy when extended to the dealers in their 
respective communities, has had a marked beneficial 
effect on cooperative relations. 

From New England the movement has spread in the 
east to embrace western Pennsylvania, Maryland, 
Washington and, most recently, Philadelphia with which 
we are chiefly concerned in this article. 

The Philadelphia Electric Company, a U.G.I. property 
serving some half million domestic customers, has an- 
nounced that on March 15 a new and sweeping coopera- 
tive movement with the dealers will be instituted. Free 
wiring on all ranges sold on the lines of the company 
will be at the basis of the new plan; through its free 
wiring policy, the dealers are to be encouraged in num- 
bers heretofore thought impossible, to engage in the 
sale of ranges, other appliances, with the full backing 
of the utility. 

From sales last year of about 1000 ranges in the 
Philadelphia territory, a bogey of 5,000 ranges has been 
set for the year 1931. On the face of it such initial 
figures in what is, after all, a new venture, might seem 
a trifle absurd were they not borne out by what has been 
the actual experience of other companies. In western 
Pennsylvania, a company jumped their range sales in a 
single year from 300 to 2,000. In Boston where some 
300 to 400 ranges had been sold the bogey for the year 
under the free wiring plan called for the sale of 3,000 
ranges. A similar situation exists in Hartford where, 
today, with dealer outlets actively engaged in the busi- 
ness, range sales are showing phenomenal increases. 

To the Philadelphia company, famed for their much- 
publicised home service salesman policy, which gave 
to the individual salesman a territory of so many meters 
for which he became responsible for both sales and 
service (Electrical Merchandising, October, 1930) the 
new policy institutes a number of new features. Ac- 
cording to Austin Monty, merchandise manager, to 
whose leadership and guidance most of the new program 
is directly responsible, the plan countemplates some of 
the following important points: 


1 The power company is to extend to the dealers, as 
* far as is possible, the privileges of their own posi- 
tion in the merchandising operation. Most im- 
portant, is the fact that on every range sold by a 
dealer, department store or any other competitive 
outlet, the company will assume the burden of in- 
stalling the service entrance. The work in all cases 

is to be given out at the discretion of the dealer to 
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a contractor in the vicinity in which the range is 
sold. Whereas in the past no department store has 
seen fit to carry electric ranges, two of the important 
ones, Wanamakers and Strawbridge & Clothiers 
have announced their intention of entering into 
electric range merchandising. 


2 When the range is sold, or immediately prior to its 
* sale, the dealer has the privilege of calling upon 
the power company to supply a skilled home service 
woman or demonstrator to see that the woman in 


the home is thoroughly acquainted with the opera- 
tion of the range. 


' If the dealer is unprovided with a suitable display 
space or does not even have a range in stock, he is 
is privileged to bring a prospect, interested in electric 
cooking to the showrooms of the Philadelphia Elec- 
tric Company in order to inspect and have demon- 
strated these on the floor. 


— 


4 When the dealer has sold the range and is unable, 

financially, to undertake the financing of the unit, 
the Philadelphia Electric Company will take over 
his sale, paying him the full price for the range. 
Reverts, or the inability of the customer to dis- 
charge the obligation, of course, meaning that the 
dealer will be obliged to re-assume the financing. 
The power company will also engage in the major 
burden of the advertising of electric cookery to 
their customers. 


i these phases of the power company’s avowed 
intention of getting ranges sold in their territory, 
it will be seen that the utmost effort has been extended 
to open the market to the entire electrical industry of 
the city. They have gone even further on some less 


important questions such as trade-ins: the policy here 


is to establish a recognized trade-in allowance which will 
be observed by the power company and the dealers 
—$10. 

Fortunate are the Philadelphia Company at the outset 
of their electric range program. To put into effect such 
comprehensive revisions of policy affecting, as they do, 
all other electrical outlets in the city of Philadelphia, it 
might be questioned under certain circumstances where 
the necessary cooperative attitude would be in evidence 
on the part of the dealers. But the Philadelphia Elec- 
trical Association, through the intelligent leadership of 
H. P. Liversidge, vice-president of the Philadelphia. 
Electric, and the none the less active guidance of able 
George R. Conover, its managing director, have created 
a league of the wholesale and retail electrical outlets. 
in the city which, in all matters relating to the common 
good, is widely respected. 

Although the Philadelphia Electrical Association can- 
not contact all the dealers in the territory personally,. 
it plans to hold a general meeting in the near future 
to which will be invited all the distributors. Manufac-. 
turers and power company men will be present, too,. 
to discuss the question of opening up dealer outlets to. 
range merchandise. It is generally recognized, accord- 
ing to Conover, that on the wholesaler will fall the main 
burden of lining up dealer support. He is the one who 
is closest to the problems of the smaller dealers, who: 
knows their financial status, who can most readily enlist 
their support. 


Manufacturers have signified their intention of tying: 


in with the activity with advertising support. 
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MILWAUKEE 
DEALERS ¢o Se// 


Ranges.... Water Heaters 


Under new merchandising plan power company aids 


with advertising, demonstration, service and selling 


HE Milwaukee Electric Railway and Light Com- 

pany is another addition to the rapidly growing list 

of utilities who are actively encouraging dealer 
participation in the sale of electric ranges and water 
heaters... The plan, as announced by F. A. Coffin, sales 
manager of the company, puts the dealer on a full 
equality with the company and provides specific help in 
advertising, selling demonstration and service. 

This plan is contemplated for a year’s trial. It may 
be changed at any time, however, as developments indi- 
cate necessity for change. The company contemplates, 
however, a definite, consistent future activity in pro- 
moting the use of electric cooking and water heating 
equipment, and any changes in the plan outlined will 
therefore undoubtedly be made for the purpose of 
extending the activity and increasing the results. 


1. Advertising ; 


The company will carry on a regular program o 
advertising and publicity covering electric cooking and 
water heating throughout this year. It is hoped that 
other agencies will also participate in a_ substantial 
amount of general advertising and publicity, or that they 
will carry on individual activities along these lines. 


2. Demonstrating 


The company will assume the major responsibility in 
the demonstration of electric cooking equipment and 
processes and informing the individual user how to 
achieve effective and satisfactory results with electric 
cooking equipment and enjoy the superior advantages 
of this equipment. 


3. Servicing 

After electric cooking and water heating equipment 
is installed and connected, and the type of equipment as 
well as the installation is approved by the company, the 
company will render any trouble or repair service which 


may be necessary in accordance with its regular appli- . 


ance service practices, provided manufacturers or dis- 
tributors of the equipment maintain readily available in 
Milwaukee such stocks of repair parts as are necessary, 
and provided the manufacturers or their distributors 
will promptly supply the company with renewal parts 
under guarantees for their equipment. 


4. Selling 
The company will employ as many district salesmen 
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for its operating territory as this activity will support, 
and these salesmen will function as cooking and water 
heating specialists, whose specific duties will be to pro- 
mote the use of electricity for these purposes in their 
respective districts. They will readily and fully assist 
any approved dealer in concluding a range or water 
heater sale. 

The company will sell ranges and water heaters directly 
to such of its electric service customers as prefer to 
purchase them through the company, but it will make 
no effort to take sales away from other dealers, and 
the company’s salesmen will have no financial advantage 
in procuring orders to be executed directly by the com- 
pany over those to be executed by other dealers. 

5. Carrying Accounts 

Where, in order to effect a sale and installation, con- 
venient deferred payments are required by the customer, 
and the dealer is not able to carry the account, the com- 
pany will carry the account, subject to the following 
provisions: 

1. The equipment must be approved by the company as to 
character, application and installation. 


2. In the case of an electric range, the rated capacity shall 
not be less than 5 kw. for surface and oven units, not including 
convenience outlet, lamps or accessories. 


3. The contract must be made in standard form, furnished 
by the company. Contracts must be executed in legal form, 
particularly as to clarity, execution and witness. 


4. The credit rating of the customer shall meet the company’s 

approval. 

Within thirty days after installation is completed in 
an approved manner, and duly accepted by customer, and 
the contract covering the installation is presented to the 
company in proper form, together with required down 
payment by the customer, company will pay to dealer 
94 per cent of the total contract price for the equipment 
and the installation, including the wiring. Where a 
contract is to be carried by the company, the contract 
provision will require a down payment by the customer 
of not less than ten (10) per cent, the balance to be 
paid in twenty-four equal monthly installments. Where 
a contract has been accepted by the company and cus- 
tomer then decides to pay the complete amount within 
thirty days, he will be given a discount of 5 per cent 
of the amount of the equipment and wiring installa- 


tion cost. 
(Please turn to page 84) 
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By Alan Streeter 


66 E WANTED a radio, but 
we needed a cow,” said 
Mrs. Wieland, “So the set 
has had to wait a while.” 

Mrs. Wieland is, all in one person, the hottest kind 
of a hot appliance prospect, a living page from the case- 
book of stupid electrical merchandising, an index to a 
strong but underdeveloped and neglected market, and a 
convincing illustration of the need for programmed sell- 
ing practices in appliance salesmanship. 

She has bought, within the past three years, two West- 
inghouse irons, a $415 Frigidaire, a $350 electric pump 
and a Thor washer—with an ironer-attachment about 
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“We wanted a radio, 
but we needed a cow,” 
said Mrs. Wieland. “So 
the set has had to wait 
a while.” 


Photo by Galloway 


does Stony Hollow 


which more later. She bought the two irons three 
months before power lines were carried up into her 
territory—that’s the kind of a prospect Mrs. Wieland is. 

In spite of this rather impressive total, Mrs. Wieland 
is a glaring page in the case-book of stupid salesmanship. 
Let us look at it closely, because she is typical, as we 
shall see, of a very broad market. Then let us look at 
“what might have been.” 

Mrs. Wieland lives, with her husband and two chil- 
dren, at Stony Hollow, N. Y., or, for correspondence 
purposes, on R.F.D. 2, Box 65, Kingston, N. Y. When 
the residents of Stony Hollow mention the permanent 
population of their metropolis they cover their faces and 
blush, but they point with pride to a teeming summer 
community. Mrs. Wieland then ministers to a “family” 
of thirty-five or so, coming and going on an average of 
two weeks apart. So do hundreds of other houses near 
and far and there is a general increase, some five-, or 
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This Writer’s Vacation Revealed a Strong Neglected 


Market and a Need for Programmed Sales Methods 


ten-, or twenty-fold, of housekeeping work in summer 
communities like Stony Hollow. 

Three years ago power was carried up into Stony 
Hollow and, three months prior to electrification, a can- 
vasser from the local utility called on Mrs. Wieland and 
tried to sell her a Westinghouse iron. She thought it a 
great idea because she has a weekly ironing, during six 
or seven months of the year, of sixty or seventy sheets, 
thirty or thirty-five pillow-cases, the same number of 
napkins and table-cloths, and a general miscellany. So 
she bought two Westinghouse irons. 

Are you laughing? 

A few months later the canvasser from the utility 
returned and this time he tried to sell Mrs. Wieland a 
toaster. She couldn’t see the application of a toaster 
to thirty or thirty-five people who all dined at one time, 
so she turned him down. 

Very shortly after this, however, she became deeply 
concerned about the irregularity of ice deliveries and 
the shortages in weight caused by summer deliveries in 
open trucks; ice is a very important element in the 
satisfaction of Mrs. Wieland’s large summer family. 
So she travelled the eight miles into Kingston to see the 
utility’s display of electric refrigerators—are you laugh- 
ing now?—and the upshot of it all was that the utility 
later sent a man to Stony Hollow to take her order. 

Up to this time a single well had sufficed for the 
Wieland water supply. The desirability of interior 
plumbing and an ever broadening summer clientele 


Carre? 


shortly made it plain that too much was being risked on 
a single source of water and new. well-digging operations 
were immediately begun to give the property an auxil- 
iary supply. Over $1,000 was spent to this end, includ- 
ing $350 for the necessary electric pump. 

The pump was supplied by a small neighborhood agent 
or dealer and—to mention the one bit of selling intelli- 
gence to be found in the whole messy case history— 
he also sold Mrs. Wieland a Thor washer before he got 
out. But he also contributed a share to the general 
stupidity by dismissing the obvious sixty or seventy 
sheets, pillow-cases, etc., by telling her that she could get 
an ironer-attachment “whenever she got around to it.” 

He didn’t follow her up on the ironer-attachment so, 
some months later, she made arrangements with a friend 
in New York to have one sent up to her. When it 
arrived she found it did not fit the washer and, because 
a friend was involved, she has let the matter drop and 
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still does the sixty or seventy sheets, pillow-cases, etc., 
with the two Westinghouse irons. 

None of the men involved in the previous sales have 
made any effort to sell her the radio although they must 
know, in face of the intensely competitive conditions that 
exist between all vacation places on the territory, that 
the lack of a set is a decided liability to her in creating 
that happy, carefree atmosphere essential to a vacation 
home. 


F Mrs. Wieland were an isolated case, there could 

be no ado made about it. But she isn’t—far from it. 
There is only one other electric pump in the vicinity of 
Stony Hollow, and that is on the private estate of a man 
who is close to a millionaire; the neighborhood swarms 
with privately operated camp communities and summer 
homes, but all are dependent on old-fashioned hand- 
pumps. Mrs. Wieland’s electric refrigerator is the only 
one to be discovered in the neighborhood. There was an- 
other washer about a mile away. The whole neighbor- 
hood, fairly crying its needs, is in the grip of a selling 
rigor mortis. 

The man who sold Mrs. Wieland the two Westing- 
house irons had, of course, the situation in his grasp. 
But even more responsible than he is the organization 
which, accepting this first. order, failed to analyze the 
situation and apply a definite program to it. 

Much has been said and written for and against pro- 
grammed selling, but in the case of its application to this 
wide summer market,—which extends from the Atlantic 
to the Pacific, of course, and of which Mrs. Wieland 
and Stony Hollow are merely an isolated example, — 
there can hardly be any exceptions taken to its efficacy. 

The summer woods are full of such places as Mrs. 
Wieland’s and their needs are as plain as the “Tourists 
Accommodated” signs on their porches—but don’t stop 
at only those that show signs; lots of them, like Mrs. 
Wieland’s, don’t display them. Electric refrigeration, 
pumps, washers, full-size ironers (not ironer-attach- 
ments), dishwashers, irons and radio sets are actually 
necessities in vacation homes which house twenty or 
more guests at a time—and many thousands of them, the 
country over, house many more. 

It strikes this writer that it would pay some dealer in 
Kingston—or any other similar town—to make a survey 
of the number of such places on his territory; to pre- 
pare a card, listing the name and address of each, on 
which every item necessary to a vacation home would 
be included; to start with small items, easily sold, and 
once such a low-price product was sold and entry gained, 
to check every additional item which the prospect lacked. 

Finally, to assign these cards to salesmen for a sus- 
tained, periodical follow-up, rights in the prospect to 
remain with the salesman who first sold her as long as 
he continued with the dealer, but the follow-up to be 
persistently followed through from the cards regardless 
of who followed him. 

If the plan accomplishes nothing more, it may obviate 
the possibility of offering a toaster to a woman who 
wants an electric refrigerator. 
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: the Public 


DEPARTMENT Store.... Harpware.... Utitiry Men 


form joint committee to study merchan- 
practices—conference holds public 


City, a group of men gathered to discuss the 

problems raised by the merchandising activities 
of the power companies. These men were represen- 
tatives from the National Retail Dry Goods Association, 
the National Retail Hardware Association, and the 
National Electric Light Association. 

Present at this conference were: J. F. Kelly, presi- 
dent of the Fair, Chicago; R. J. Atkinson, past-president 
of the National Retail Hardware Association, Brooklyn, 
N. Y.; A. Lincoln Filene, Wm. Filene’s Sons Co., Bos- 
ton; Lew Hahn, president Hahn Department Stores, 
Inc., New York; Alfred B. Koch, president of La Salle 
& Koch, Toledo, Ohio; Marshall E. Sampsell, president 
of Central Illinois Public Service Co., Chicago; Charles 
L. Edgar, president of Edison Electric Illuminating 
Co. of Boston; John F. Gilchrist, vice-president of 
Commonwealth Edison Co., Chicago; C. E. Groesbeck, 
president of Electric Bond & Share Co., and W. R. 
Putnam, vice-president of the same company; J. F. 
Owens, vice president and gen- 
eral manager of the Oklahoma 
Gas and Electric Co., Oklahoma 
City; and M. S. Sloan, president 
of New York Edison Co., New 
York. These gentlemen were 
the appointees of their several 
associations to a committee which 
will be known as the Joint Elec- 
trical Merchandising Committee. 
In addition to the committee 


(): WEDNESDAY, February 4, in New York 


J. F. GILCHRIST 
Vice - pres., Com- 
monwealth Edison 
Co., Chicago 


C. L. EDGAR 
(left) 
Pres., Edison Elec- 
tric Illuminating 
Co., Boston 


W. R. PUTNAM 
(right) 
Vice-pres., Electric 
Bond é& Share Co., 
New York 
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members, the following were also present: J. I. Straus,. 
president of R. H. Macy & Co., New York; Channing 
E. Sweitzer, managing director, National Retail Dry 
Goods Association, New York; Paul S. Clapp, managing 
director and C. E. Greenwood, commercial director of 
the National Electric Light Association. 

The conference opened with expression of view that 
the public interest is paramount, and that the delibera- 
tions and actions of the conference will be based upon 
this principle. 

The con- 
ference came 
to agreement 
on the follow- 
ing general 
ideas : 

That ques- 
tion is not 
raised at this 
time of the 































M. E. SAMPSELL A. B. KOCH 

Pres., Central Illi- Pres., La Salle & 

nois Public Service Koch, Toledo . 
Co., Chicago 


right of a public utility company 
to engage in merchandising of 
electrical appliances. 

That it is recognized that elec- 
tric utility companies have a 
definite responsibility to the pub- 
lic in developing, promoting, and 

LEW HAHN making known electric appliances 
Pres. Hahn Dept. the utilization of which will add 

‘wo to the comfort, convenience, and 
profit of the consumer. 

The dry goods and hardware representatives ex- 
pressed appreciation of the job which has been done by 
pubic utility companies in developing, promoting, and 
securing public acceptance of household electrical ap- 
pliances, and expressed the view that this has been 


essential in widening markets for these appliances to. 


other merchandisers. 
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dising policies and 
interest paramount 


M. S. SLOAN 

Pres., New York 

Edison Co., New 
York 


That al- 
though it is 
recognized 
that there ex- 
ists in certain 


eee ae territories dif- 
A. L. FILENE 


C. E. ¢ 
GROESBECK Wm. Filene’s Sons t erences of 

President, Electric Co., Boston opinion on 

ats a merchandising 


practices, 


these relations 
can be worked out in an entirely satisfactory manner by 


surveys to determine facts and conferences between the 
parties interested which may result in establishment of 
recognized practices. 

That although the National Committee can and will 
render much assistance, the accomplishment of the main 
objectives depends primarily for its success upon the 
efforts of those in the local communities. 

[t was therefore strongly recommended that in as many 
local communities as possible throughout the United 
States, the business groups represented in this conference 
be encouraged to confer with each other for a frank inter- 
change of viewpoints and with the thought in mind of 
bringing about merchandising relations mutually satis- 
factory and in the public’s best interest. 

It is the view that this problem is one essentially of 
understanding and cooperation between business men 
approaching the question from the standpoint of public 
interest. 

It was agreed that the activities of this joint committee 
be confined to problems of electrical merchandising only. 
Subjects connected with the merchandising of gas ap- 
pliances will not be covered by this conference group. 
It was suggested, however, that the National Retail Dry 
Goods Association confer with the American Gas Asso- 
ciation looking toward a joint conference between them 
on subjects related to gas appliance merchandising. 

To accomplish the general purposes of the conference, 
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J. F. OWENS 


Jj. PORELEY 
Pres., Fair Store, Vwe-pres. and gen. 
Chicago mgr., Oklahoma Gas 


& Electric Co., 
Oklahoma City 


the following program was 
adopted for immediate action. 

1. A survey and factual study 
of merchandising of household 
electrical appliances to be com- 
menced at once by this committee, 
the expense to be equally shared. 

2. The committee to continue 
to function indefinitely, convening 
as may be necessary to receive 
reports from the survey or to 
give direction for its conduct. 

3. The Chairman for the committee as a whole is 
Mr. P. F. Kelly. Mr. Kelly and Mr. Owens, for their 
respective groups, were authorized to supervise the par- 
ticulars of the survey and to function in behalf of the 
committee as a whole in the interim. 

4. The scope and purposes of the survey will be as 
follows: 

(a) To make a factual study of merchan- 

dising of household electrical appli- 
ances, and of the policies and practices 
now followed by the constituents 
represented in the conference in the 
promotion and sale of these ap- 
pliances. 
To determine the practices, and areas 
of their application, now followed in 
merchandising of electrical appliances 
which are causes of misunderstanding. 
To endeavor to bring about full un- 
derstanding of their respective view- 
points between those interested in 
merchandising of electrical appliances, 
to the end that the business interests 
of each may be properly promoted, 
but always predicated on recognition 
that the public interest is paramount. 
To determine those policies and 
methods in electrical merchandising 
which have proven most sound and 
successful; and to make suggestions 
for improvements in facilities to the 
public, and for stimulation of house- 
hold uses of electricity generally. 

Mr. G. H. Paine, a specialist in distribution problems, 
who for about eight years was on the staff of the United 
States Chamber of Commerce in Washington, as assist- 
ant director of the Domestic Distribution Department, 
has been engaged to take charge of the study of the dis- 
tribution of electrical appliances. 


R. J. ATKINSON 

Past-pres., National 

Retail Hardware 
Association 


(b) 


(c) 


(d) 


« 
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HEN the New Orleans Public Service Company 

were looking around for a new idea to popu- 

larize the use of reflector lamps, they thought of 
one of the most useful points it had in its favor—a non- 
glare quality that made it specially ideal for bridge 
games. Floor lamps have to be set too close to the 
bridge table to give adequate light which means that 
one or two of the players must sit almost directly under 
them. It was just one of the uses to which the new type 
reflector lamp, which throws the light on the ceiling 
from where it is deflected down, can be put. 

Placing a few of the lamps in a window with a sign 
describing some of their advantages might attract some 
attention, especially as the lamp’s design is out of the 
ordinary. But dramatizing the particular use by means 
of animated dummy figures kept the people crowded 
around the window as long as the show was on. 

The window was designed, too, as a tie-in with the 
N.E.L.A. Add-A-Light campaign. The activity was 
carried on in November of last year but the idea back 
of the action window is applicable anywhere, any time. 


in 
& 








The natural movements of the people around 
the bridge tables in this action window caused 
many people to stop 


UMMY 


in this 
Animated Bridge Game 


but it made an 


ACTION WINDOW 
that sold reflector lamps for the New 


Orleans Public Service Company 


Passersby, according to W. E. Clement, commercial man- 
ager of the New Orleans Public Service Company, tried 
to guess the outcome of the game of bridge and could 
scarcely help absorbing the good lighting story that was 
so closely tied up to it by means of three or four well- 
placed signs. ji 
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Front View 


Front view of figures made of cutout wall- 
board and wooden strips 





Front View 
As will be seen in the photograph on the 
opposite page, the second group is arranged 
exactly opposite to the first 


ILLUSTRATION No. 1 
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Rear View 


How the motor, with reduction gear, is at- 

tached to master cam (A). The master cam 

turns two revolutions per minute, the speed 
required to make the figures move 


End View 


Rear View 
The bodies, heads and arms of the dummy 
figures are separate, which enables them to be 
moved at will by a series of cams, levers 
and springs 


ILLUSTRATION No. 2 


Specifications and explanation of motion display fig- 
ures as shown on illustrations No. 1 and No. 2. 

Illustration No. 1 shows the front view of figures 
which are made of cutout wallboard and wooden strips, 
the bodies, heads, and arms are separate and pivoted, 
operated by various cams, levers and springs as shown 
on Illustration No. 2, and explained as follows: 

The rear view, L, is the motor, with reduction gear, 
with belt to M which is attached to master cam A which 
turns 2 revolutions per minute. This makes the figures 
operate as if playing bridge in their regular order of 
play. That is, the woman’s figure at left plays as if 
from her hand at first and the next time from the dummy 
hand on the table. The other players go through their 
regular motions in order. 

As the master cam A moves, the levers B and J ride 
down into the notch, which causes the upper part of the 
figure to lean forward, and by reason of the triple action 
of J, B, D and N, the arm moves as if reaching over 
to play from the dummy hand. The head is pivoted at 
H and being counter balanced, finds its natural position ; 
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the body is pivoted at G and the spring K keeps the 
rollers riding on the cam A. E is a wooden strip fast- 
ened to the body, by which the arm and head is pivoted. 

The man figure to the right operates as follows: As 
the cam A moves, the lever C with roller arm rides down 
on the notches on cam A, causing figure to lean forward, 
operating lever F, causing the arm to move upward so 
that as the body leans forward, the hand rests inder 
the chin, and the head, being pivoted at H and counter- 
balanced, finds its natural position. The spring K holds 
the roller against cam A. 

The other two figures only move their heads and arms. 
As the cam A moves rod J, attached to arm, which is 
also attached to a rod extending down so as to come 
in contact with a fixed pinion cam A pulling it forward, 
the head is moved by the rod J which is fastened to the 
head and held between two fixed pins on the arm; the 
head is pivoted at H; and E represents the wooden strip 
fastened to the body, by which the head is pivoted. 

The cutout at the right in Illustration No. 1 shows 
the figures without the levers, cams, etc. 
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Florence R. Clauss below, the ABC Electrotable, a complete food- 


preparer of the higher-priced type 


An Indication That Food Mixers Will Gain 





ITHOUT doubt, the most popular place 

in any department store is the basement, 

if it happens to carry the kitchen utensils 
and other equipment that have to do with food 
preparation and cooking. 

As retailers and salesmen will tell you, almost any 
type of cooking utensil will immediately gain a woman’s 
interest. It is no secret, that however much a woman 
may dislike other phases of housekeeping, she likes to 

cook. You hear her refer to the fact that she certainly 
™ dislikes to “clean up after cooking or baking,” but sel- 
dom do you hear a woman say she doesn’t like to cook. 
I don’t know what it is about cooking that appeals so 
strongly to women,—whether it is somewhat in the 
nature of an experiment and the thrill comes of seeing 
whether a given recipe will turn out well or not, or 
whether there is something left of little girl memories 
of “playing house,” but true enough, cooking has a real 
fascination for most women and they get as great pleas- 
ure, certainly, from successful results of a difficult-to- 
prepare recipe as an artist does from the creation of a 
masterpiece. ; 

It is not strange then, that the electric food preparer or 
“mixer,” as it is perhaps more popularly known, is 
gaining universal acceptance among women. While 
strictly a utilitarian and necessary piece of household 
equipment that performs the many necessary operations 
of our real bread-and-butter part of the menu, the mixer 
likewise has the lure of the slightly luxurious trimmings 
that supplement the necessary foods containing the ap- 
portioned vitamins that make up our daily meals,—the 
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Fitzgerald Magic Maid mixer ($19.50), Hotpoint Handy Ann, which comes 
equipped, also, with extractor with several attachments, $68.50 





The KitchenAid, a complete food-pre- 
paring machine of the $100-up group 


Universal Acceptance Is That Women Like To Use Them 


delicate cakes and fluffy icings, ice cream mixtures that 
are frozen in the freezer attachment or in the electric 
refrigerator, salads and salad dressings which are lux- 
urious not so much in cost of ingredients as in the time 
and labor required to make them. Like the refrigerator 
and range and all devices that have to do with food 
preparation and care, the mixer takes its place in popular 
favor. The manufacturers have developed these food- 
preparing appliances; women want them. 

At the present time there are about fifteen food-pre- 
paring devices or “mixers” on the market, not mentioning 
the fruit juice extractors and those which are drink 
mixers only.. These “mixers” are large and small in size 
and range from about $10 up to $200 and over, for the 
complete food - preparing 
machine. The smaller de- 
vices, the low-priced ones 
naturally, cannot be ex- 
pected to handle heavy op- 
erations and are limited to 
beating of eggs, whipping 
of cream and egg whites 
and perhaps a light cake 
batter. More than this can- 
not be expected of them. 
Those in the somewhat- 
higher priced group, it has 
been found, by continued 
test, will handle heavy cake 
batters, like heavy fruit 
cake, and other general 
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The Sunbeam Mixmaster is one of those 
efficient little machines of the $25 class which 
mix, beat and whip and are not equipped 
with extractor or other attachments 


Three other mixers of the lower-priced 
type. Left, above, the Universal Mix- 
abeater, $25. The two-handled mixer 
is the Dormeyer which, with extrac- 
tor, is $29.50; the Polar Cub, $9.95 
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mixing and beating operations. The largest and highest- 
priced group are, of course, complete food-preparing 
machines and are designed to handle all operations con- 
cerned with food preparation,—grinding or chopping 
of meats, chopping and slicing of vegetables, grating of 
cheese, vegetables and other foods, grinding of coffee, 
mashing potatoes, freezing ice cream, shelling of peas, 
mixing of heavy bread doughs and other extra-heavy 
mixtures,—in fact there are 
dozens of uses to which these 
machines may be put, elimi- 
nating all the usual time con- 
suming operations that go 
with the preparation of fruits 
and vegetables and of other 
foods. 

Up to this time, two things 
have slowed down wider sales 
of the mixer. These two. sales 
hurdles were high price and 
a general lack of consumer 
education on these _ food- 
preparing devices. But these 
two obstacles are in a measure 
no longer present in view of 
the number of lower-priced 
machines on the market, to 
which I previously referred, 
and the educational work now 
being done on the use of the 
mixer by women’s magazines 
and institutes, together with 
manufacturers’ advertisements 
in popular and housekeeping 
magazines, supplemented by 
the work of central station 
and manufacturer home serv- 
ice departments. In practically 
ail lecture - demonstrations 
given by home service depart- 
ments of central stations, 
which are attended by thou- 
sands of women during a given 
period, the _ electric food- 
preparer or mixer is always 
included in the demonstration 
set-up whether the lecture has 
to do with range cookery or 
with a demonstration of the 
small electric cooker or with 
refrigerator recipes. Many 
sales of the equipment dis- 
played, and_ especially the 
cooker and smaller food mixer 
are made as a result of these 
demonstrations. 

In line with the growing popularity of food-preparing 
machines, Electrical Merchandising has made a survey 
among central stations and specialty dealers to find out 
what the consensus of opinion in this field is regarding 
the acceptability and saleability of the mixer. Fifty-six 
replies were received,—thirty-seven from central stations 
and eighteen from specialty dealers. Seventeen states, 
east and west and north and south, including both large 
cities and small towns, vere represented in the replies. 

Leading the questionnaire, the first question was: 

“Preparing 1,095 meals a year (three meals a day x 
365 days) is a big household task. Regardless of how 


Another of the larger, 

complete food-preparing 

units, listing at $100-up, 

is the Gem, pictured at 
the right 
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Above, the Merryway. 
plete equipment, it retails in excess 
of $100; 


Left, the Hamilton Beach mixer, 
which may be held in the hand or 
used on its stand. It is $18.50 


completely equipped otherwise a home may be elec- 
trically, most homes still prepare food in the same old- 
fashioned way our grandmothers used. In view of 
these conditions, do you believe that modern-minded 
women who have been taught to cook and preserve food 
electrically can be educated to prepare it electric- 
ally also?” 

Of the 54 companies answering this question, 53 said 
“Yes” and one “No.” 

In the matter of mar- 
ket possibilities, 27 com- 
panies said “Fair Mar- 
ket,” 21 “Small Market’ 
and 7 “Large Market.” 

In Question 3, “With 
the proper sales and ad- 
vertising effort behind it, 
which type of device 
would find the most 
ready acceptance on the 
part of the housewife?” 
38 dealers said a mixer 
selling from $20 to $40 
while 22 thought the 
higher priced machines 
would be most readily 
received. 

Extremely interesting 
are the reports to Ques- 
tion 4 on the estimated 
income a house requires 
to become a prospect for 
one of the three classes 
of food machines—those 
retailing for $100; from 
$60 to $80; and those 
seiling from $20 to $40. 
Forty-nine dealers gave 
an average income of 
$5,187.76 for the $100 
machine; $3,481.67 for 
the $60 to $80 machine; 
and $2,377.08 for the 
$20 to $40 machine. 

In Question 6, asking 
if people in the com- 
pany’s territory thought 
favorably of present 
kitchen units, among the 
replies, 24 dealers men- 
tioned that the price of 
some of the machines 
was too high for the av- 
erage household and 14 
dealers said either their 
customers were too little 
acquainted with these mixers or that they them- 
selves knew too little about them to answer the question. 
Among these fourteen replies were such comments as 
“Customers probably don’t know about them’; “Prac- 
tically unknown in our territory”; “People don’t know 
much about them but think well when contacted” ; “When 
better known, interest will be greater”; “No acceptance 
to date”; “Insufficient sales to divert people in this sec- 
tion”; Very few sold.” 

Some of the remarks or suggestions received from 
promoting the sale of food preparing machines were: 

(Please turn to page 84) 
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CAMPAIGN 
STARTS 


O the electric refrigeration indus- 

try, the month of March should 
loom with more than usual signifi- 
cance. To the accompaniment of 
howling winds, slowly lengthening 
days, will be launched one of the most 
ambitious cooperative selling plans 
ever proposed in the electrical indus- 
try. Proposed as a three-year plan to 





Chairman Davidson: 
His the job of tying 
up the loose ends 


increase refrigerator sales, the sched- 
ule calls for the sale of 1,000,000 
units during 1931—5 per cent of the 
country’s wired homes. Last year’s 
sales: 775,000 units. 

Responsibility for its organization 
devolves chiefly upon the Electric 
Refrigeration Bureau, sponsored or- 
ganization of the Commercial 
National Section, N. E. L. A. 
Through an executive committee 
headed by Chairman James E. David- 
son, president, Nebraska Power 
Company, past president, N. E. L. A., 
the task of coordinating the various 
sections of the industry—central 
station, distributor, dealer—will be 
carried on. 

Similar in purpose, greater in 
scope, is the present campaign to the 
Food Preservation Campaign put on 
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over a year ago to educate the public 
to the proper temperatures necessary 
to adequately preserve food. Said 
C. E. Greenwood, commercial direc- 
tor, N. E. L. A.: “The Food Preser- 
vation Campaign laid the ground- 
work; the present is concerned with 
the selling.” 

Opening gun in the campaign is 
slated for March 26, when double 
page advertisements of the Electric 
Refrigeration Bureau will be carried 
in the Saturday Evening Post. From 
then on until December, advertising 
will appear in both Saturday Evening 
Post and Good Housekeeping. 

In any such far reaching merchan- 
dising plan, local tie-in is most impor- 
tant; here rests responsibility for 
actual sales. In the Electric Refrig- 
eration Bureau activity provision is 
made for the promotion of bureaus in 
every city, town. Composed of re- 
frigerator distributors, dealers, cen- 
tral station men, they will answer 
directly for results to twelve regional 
directors (central station commercial 
executives) who in turn report di- 
rectly to the executive committee— 
Electric Refrigeration Bureau. 

Financing, also a moot point, will 
be handled as follows: national mag- 
azine advertising, headquarters organ- 
ization expenses, to be paid from fund 
contributed by leading refrigerator 
manufacturers. Local advertising, 
sales promotion activities, to be paid 
by local interests: 

Suggested: that central stations 
contribute to local fund amount of ten 
cents per domestic customer. This is 
eanivalent to $2 per refrigerator. 

The first slogan adopted by the 
Electric Refrigeration Bureau was 
“An Electric Refrigerator Pays for 
Itself.” Sensing opposition to the 
slogan from a variety of sources, the 
executive committee made a signifi- 
cant change: “Invest In An Electric 
Refrigerator.” 

To the local organizations concen- 
tration on selling will be confined to 
three definite periods: Spring Jubilee 
—April 1 to June 30; The Fall Sales 
Drive—September 7 to October 16; 
and Holiday Sales Fest—November 
16 to December 24. Dates for inten- 
sive drives were picked to coincide as 
much as possible with traditional 
periods of inactivity in refrigeration 
selling. 


KELVINATOR 
REPORT 


OTHING quite confuses the 

professional prophet of gloom 
in business as a good earning state- 
ment. In the appliance business gen- 
erally, there have been more good 
than bad. Among the good came 
last month the report to the stock- 
holders of the Kelvinator Corpora- 
tion, Detroit. 

Ending its fiscal vear, September 
30, 1930, the report shows a net profit 
for the corporation, its subsidiaries, 
of $1,601,016.37. Included: Divi- 
dends declared out of profits of 
Refrigeration Discount Corporation 
—$160,000. Not included: Propor- 
tionate share of earnings of Kelvin- 
ator of Canada, Ltd., amounting to 
approximately $60,000. Balance 
sheet shows cash on hand in excess 
of all current liabilities. Working 
capital: $5,960,295.89. Net sales 
for year aggregated $21,450,896.46 
compared with previous fiscal year of 
$21,947,343.85. 

Noted in president George W. 
Mason’s report: While apartment 
house sales had fallen off, the shrink- 
age was compensated by increases in 
the sale of commercial refrigeration 
units, domestic units. Actual increase 
in dollar value of domestic unit sales 
was 31 per cent over year previous. 





A million such scenes in ’31 
are needed 
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APEX 
REFRIGERATOR 


TS six Cleveland factories busy 

turning out washers, ironers, clean- 
ers, the Apex Electrical Manuufac- 
turing Company, deciding to enter 
the electric refrigeration field, pur- 
chased recently the entire refriger- 
ator business of the Wayne Home 
Equipment Company, Fort Wayne. 
Ind. Production will be continued 
in the Wayne plant. 

The Wayne Company, 40 years 
old, makers of oil-burners, pumps, 
refrigerators, has a good reputation. 
Seven years ago they brought out a 
popular priced refrigerator, supplied 
their own dealer outlets. 

Production under the Apex régime, 
according to C. G. Frantz, president, 
will be stepped up to take care of all 
Apex dealer outlets as well as those 
of Wayne. Sales will be under the 
direction of Vice-President R. J. 
Strittmatter. 





WORKERS BOUGHT 





HE direct value of employee co- 

operation in major appliance sell- 
ing to power companies is generally 
accepted. Most recent campaign to 
interest employees in the purchase of 
either ranges, refrigerators, resulted 
recently in the New York Edison 
system selling 6,298 refrigerators in 
three months to its own workers. 
Labelled the President’s Plan Cam- 
paign, featuring four refrigerators— 
Copeland, Frigidaire, General Elec- 
tric, Kelvinator—the campaign also 
supplied the company’s merchandise 
division with 8,846 prospects names. 
Special prices, terms of payment 
featured the drive to interest em- 
ployees in buying refrigerators. 





G. E. PREPARES 





DVERTISING of the General 
Electric refrigerator during 1931, 
together with sales promotion, will en- 


tail expenditure of $6,500,000—half 
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a million dollars more than was spent 
for this same purpose last year, it was 
announced recently by W. J. Daily, 
sales promotion manager. During 
the past four years the combined out- 
lay for sales promotion and advertis- 
ing has totalled $15,500,000, Mr. 
Daily said. 

“The larger portion of the 1931 
appropriation for advertising will be 
spent with newspapers in all parts of 
the country,” Mr. Daily continued. 
“Newspapers represent the best me- 
dium for reaching home owners and 
housewives. 

“National magazines, of course, 
will continue to form the background 
of our advertising effort, while 1931 
will call for increased activity in direct 
mail campaigns, outdoor advertising, 
window displays, radio broadcasts, 
sales contests and miscellaneous pro- 
motion. Radio broadcasts will con- 
tinue over a nation-wide hook-up. 

“Our year-around direct mail list 
last year was increased from 300,000 
names to 900,000 in six months’ time, 
and in 1931 the year-around cam- 
paign will continue. In addition to 
other special direct mail campaigns, 
there will be rural campaigns and 
programs for the domestic, apartment 
house and commercial markets. 

“For an example let us take the 
activities of the sales promotion stock 
room for just one month. In our 
stock room in Cleveland there was 
handled 4,340,782 pieces, 3,253,619 
pieces were imprinted; 5,901 express 
packages were moved, a total of 99 
tons; 21 tons of freight were moved, 
parcel post packages handled _to- 
talled 888. 

“One of the most important activi- 
ties of sales promotion last year—the 
sales correspondence course — will 
again play an important part in ad- 
vancement of the refrigerator this 
year. In 1930 the total number of 
salesmen who graduated from this 
school was 2,400, and every one vol- 
unteered to take the training course. 
Many of these men now are keymen 
with distributors and dealers. 

“A large amount of effort will be 
expended this year on what we style 
‘door openers.’ These are glass water 
bottles, glass rolling pins, recipe 
books, playing cards, bridge score 
pads, ‘left-overs’ booklets, economy 
charts and miniature refrigerator salt 
and pepper shakers.” 





N.E.M.A. STATISTICS 





T A meeting of the National 
Electrical Manufacturer’s As- 
sociation recently, a new chairman, 
president Louis Ruthenberg of Cope- 
land Products, was elected to head the 
refrigeration division. Routine work 
was disposed of, the following com- 
mittees appointed: Advisory Com- 
mittee, Technical, Commercial Prac- 
tices, Codes & Ordinances, personnel 
to be appointed soon. 

Most important work done: It 
was voted to collect and distribute to 
N.E.M.A. members quarterly statis- 
tics on billings, factory stock, field 
stock. Quarterly report will cover 
various classes of refrigerators in 
three ranges of capacity. 





FRIGIDAIRE 
PREPARES 





ARD selling drives, realization 

upon past selling efforts, adver- 
tising, educational publicity are des- 
tined to make ’31 foremost in retrig- 
erator history. 

Thus concludes Frigidaire Cor- 
poration, 65 distributing heads of 
which last month backed their faith 
with an appropriation of $7,000,000 
for advertising, sales promotion, the 
largest program of its kind in the 
history of this General Motors sub- 
sidiary. | 

“The market for electric refrig- 
erators,” said E. G. Biechler, presi- 
dent and general manager, “has been 
so well developed that during 1931 
many homes will become users as a 
direct result of past selling effort 
alone. In addition, a lot of potential 
business already has been created that 
should be converted into sales with a 
minimum of applied selling on the 
part of dealers and salesmen. And 
back of these two types of buyers 
stands a million or more prospects 
who will become users if reached with 
intensive sales effort. 

With the thrift, economy appeal, 
Frigidaire dealers, salesmen will be 
tying their crusade in with the 
$1,000,000 advertising campaign of 
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power companies, aimed at the sale 
of 1,000,000 units this year. 

Users of electric refrigerators will 
play a major role in this sales drive. 
They will be solicited for reports on 
the economy that electric refrigera- 
tion has brought to their homes; re- 
ports which will be used in selling 
their neighbors, friends. ll sales 
outlets have been provided with blank 
forms, containing the necessary ques- 
tions for the utility representative, 
dealer or salesman to ask the user, as 
well as testimonials obtained in the 
field by factory representatives. In 
all instances, however, the sales or- 
ganization is being encouraged to ob- 
tain, and use local economy reports. 
These are more impressive, especially 
when used in the neighborhood where 
the owner lives, is known. 

The thrift approach, early reports 
from dealers and salesmen reveal, is 
proving to be the best ever employed 
by Frigidaire Corporation. Salesmen 
say that the subject arouses imme- 
diate interest because it is timely, that 
the thrift book is a great attention 
arouser, 

Another powerful selling aid that 


dealers of this General Motors sub- 
sidiary will have at their command 
this spring is a three-year guarantee, 
covering mechanism, cabinets of all 
Frigidaires. 

All magazine, newspaper, outdoor, 
radio, window display, direct mail ad- 
vertising will carry the story of “Ad- 
vanced Refrigeration.” It will be 
devoted to the 1931 line which fea- 
tures such points as much lower 
operating cost, all-porcelain-on-steel 
inside and out, with acid-resisting 
porcelain on the interior; more ice 
cubes, faster freezing, more shelf 
space. 





GEORGE BELSEY 
EXPERIMENTS 





Y adding the full line of General 

Electric appliances, including 
ranges, table appliances, radio, wash- 
ing machines, vacuum cleaners, the 
George Belsey Company, Ltd., Gen- 
eral Electric refrigerator distributors 
in southern California, plan to test 
the practicability of retail specializa- 








washers 


tion on appliance merchandising. 
Initial step in the experiment will be 
the opening of a retail electrical ap- 
pliance store in Hollywood. 

Said George Belsey, president: 

“To sell electric refrigerators suc- 
cessfully it has been necessary to do 
an aggressive outside-the-store selling 
job through the efforts of capable, 
weli-trained specialty salesmen. Evi- 
dence seems to prove that other elec- 
trical appliances such as ranges and 
radio require outside-the-store sales 
effort if a creditable sales record is 
to be made. Inasmuch as the George 
Belsey Company is experienced in 
applying this specialty effort to one 
electrical product, it has occurred to 
us that we might be effective on other 
electrical appliances. No doubt if 
we succeed other similar organiza- 
tions will benefit by our experiment. 

“We earnestly solicit the interest 
and support of the electrical mer- 
chants in this venture. The value of 
experimentation generally reaches 
far beyond the experimenter, whether 
it be in the factory laboratory or in 
the independent merchant’s sales ef- 
forts.” 





NO HARD TIMES 


O some washing machine men 

hard times have been some- 
thing they heard about, no reality. 
Four months ago, the Hurley 
Machine Company decided to capi- 
talize on the existing depression, 
held a “Hard Times” party. In 
conjunction with the international 
sales contest, the Hard Times party 
succeeded in selling 23,000 Thor 
washers in four months, broke all 
records. 

Adjudged the champion Thor 
salesman was Dealer M. Rothbart, 
Union Appliances, Long Beach, Cal. 
For his feat of selling 236 washers, 
ironers, during the four month 
period he received a cup, emblematic 
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Had its 25th birthday 





of the company championship, 
$622.50 in cash, a washer, a trip to 
the factory. Seven contestants win- 
ning their state prize last year, re- 
peated, earned an extra $50. They 
are M. Rothbart, J. P. Banks, 
Bethlehem, Conn., Joseph A. Hugue- 
let, Chicago, W. A. Rheinhold, Kan- 
sas City, Ethel Minks, Baltimore, 
Md., J. D. Taylor, Oklahoma City, 
Mrs. Anna W. Gerving, Portland, O. 

Many a dealer received last month 
an imposing brochure, done in silver, 
red, gold, entitled “Thor’s Silver 
Jubilee.” Celebrating the company’s 
twenty-fifth year in the electric wash- 
ing machine manufacture, the book 
detailed advertising, sales promotion 
plans for the year, provided an oppor- 
tunity for the company to celebrate 
their production of the first electric 
washing machine. 
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ABC STATEMENT 





ET profits of Altorfer Bros. 

Company, Peoria, Ill., makers 
of ABC washers, ironers, electro- 
tables, were $459,938.10 in 1930, 
compared with $454,176.96 in 1929, 
as shown by annual statement. This 
equals $15.47 per share on 29,718 
convertible no-par preference stock 
and $2.46 per share on 150,282 no- 
par value common, after preference 
dividends. 

Altorfer current assets as of De- 
cember 31, 1930, are $1,281,806.61, 
current liabilities, $313,305.04. Sur- 
plus at the end of 1930 was $442,- 
373.12 after all dividends for the 
year, totaling $547,552, greatest in 
the company’s history, including 
three extras of 65 cents on the com- 
mon. Since the issuance of prefer- 
ence stock, no dividend has been in 
default; since the issuance of com- 
mon stock, all dividends have been 
paid on regular dates. 





Demonstrator ironed, ironers revolved, spectators stopped 





ACTION 





HIS window of the Public 

Service Company of Colorado 
kept a crowd gathered for hours 
watching a demonstration of an 
ironing machine (Thor). While Mrs. 
Stephenson “ironed out washday 
troubles,” the cylinders at either side, 


the center, rotated slowly. Each bore 
a series of printed messages which 
became visible as the roller revolved. 
Spectators, as a rule, remained until 
they had read the messages. 

To. the left of the window is 
Arthur Darby, official of. the Hurley 
Machine Company ; to the right, R. P. 
Hicks, superintendent of the com- 
pany’s resale department. 
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MIDGET MUDDLE 


+ es THE electrical radio dealer, 
concerned a year ago with falling 
prices on console sets, dumping of 
distressed merchandise, increased 
wariness on the part of buyers, came 
over-night “midget” radio. Growing 
in favor with the public as it swept 
eastward from the Coast, it was 
hailed as the saviour of the radio 
business, the factor that would pull 
volume, profits to ’29 levels. 

To Radio Retailing, companion 
publication to Electrical Merchandis- 
ing, 73 representative radio dealers 
gave facts on their 3-6 month experi- 
ence with midgets, upset a lot of 
theories on volume, expense, profits 
on midget merchandising. 

Previously, it had been generally 
conceded that with sets selling from 
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$39.50 to $70 without tubes, that, to 
nake any profit four rules would have 
to be observed: (1) they must be sold 
for cash; (2) over - the - counter 
proposition, no outside selling; (3) 
charge should be made for installa- 
tion; (4) charge for service. 

Far different was the picture of 
the situation from the standpoint of 
the 73 dealers. Wide was the gap 
between idealistic merchandising 
theory and the makeshifts that only 
actual selling experience demanded. 

First, to the necessity for doing 
business in an otherwise bad season, 
the dealer took on midgets. The aver- 
age outlet selling 250 large consoles, 
worth $24,200, sold only 40 midgets, 
worth $2,200. To the average dealer, 
then, midgets represented 16 per cent 
in units, 9 per cent in dollar volume— 
a ratio undoubtedly smaller than it 
will appear in 1931. Only 13 per 
cent of those reporting did more 


midget business than console. Ex- 
planation: hardware, furniture and 
drug outlets comprised 60 per cent 
of this group. 

To the advice that midgets were 
cash business, the report returns a 
solemn wink: 80 per cent of the 
business was done on the installment 
basis. A 20 per cent down payment 
with terms averaging six months, the 
usual policy. Much touted, too, has 
been the midget as the ideal radio 
for the second set market, small, com- 
pact, it would supplement the console 
in other parts of the house. The re- 
port: only 7 per cent of midgets sold 
went to homes already owning 
consoles. 

As to the necessity for cutting sell- 
ing costs to the minimum on a set 
yielding but $15 or $20 profit to the 
dealer: only 56 per cent of those re- 
porting made installation charge, all © 
give free service—usually 2-3 months. 
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Some 30 per cent of reporting dealers 
freely expressed themselves as dis- 
satisfied with midget business ; specifi- 
* cally with discounts, profits. Price 
revision upwards is urged as only 
remedy unless the dealer will face 
need for adopting specific merchan- 
dising policy on this small set. Such 
policy would include: No free serv- 
ice, no trade-ins, minimum of 25 per 
cent down, maximum 6 months to 
pay, downward revision of salesman’s 
comission. 





GRUNOW OUT 





INCE the Grigsby-Grunow Com- 

pany, radio set manufacturers, 
brought into being an off-spring com- 
pany—Majestic Household Utilities 
Corporation—things have been hap- 
pening in rapid succession: the com- 
pany had left the Radio Manufactur- 
ers’ Association, the radio business 
had fallen off. Much of the blame for 
the situation existing was laid at the 
feet of W. C. Grunow, president, 
active partner. Recently, at a board 
of directors meeting, Mr. Grunow 
was voted out of active management 
of both companies. Active direction 
now devolves upon B. J. Grigsby, 
who assumes responsibility as both 
president and chairman of the board 
of both corporations. Vernon W. 
Collamore, former general sales man- 
ager for Atwater Kent, takes charge 
of both radio and refrigerator sales. 
Production for 3,000 radio sets daily 
is the new schedule. 

Most recent development in the 
company, also announced, is the addi- 
tional purchase by Grigsby-Grunow 
of the business of the Majestic 
Household Utilities Corporation on 
the basis of exchange of stock share 
for share. The purchase is condi- 
tional upon approval of stockholders 
subscription, sale of $5,000,000 worth 
of six per cent bonds and on fixed 
assets of the combined companies, 
estimated net at $15,899,429. Merger, 
refinancing, will result in net current 
assets of approximately $9,000,000. 
Bonds will be first offered stockhold- 
ers of Grigsby-Grunow; next, cred- 
itors, distributors, dealers of Majestic 
Household Utilities. 
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TUBE TANGLE 





ONG suffering have been elec- 
trical-radio men in their expe- 
rience with radio tubes. From a 
profitable item, with healthy compe- 
tition, they have seen tubes heir to 
every distribution evil in their hap- 
hazard path from factory to con- 
sumer. Nor is the business any 
bagatelle. Some 50,000,000 tubes 
were sold in the United States last 
year, half of which was replacement 
business estimated at $75,000,000. 
Generally conceded is the fact that 
this business can only properly be 
handled, serviced by the retail dealer. 
To his store come the people with 
ailing sets; into his till must fall the 
dollars for tube replacements if the 
manufacturer is going to have any 
guarantee of proper distribution. 
Problem: to insure electrical-radio 
men price protection, even chance to 
meet competition. 
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Dollars 


To one well-known tube price drops are 
no novelty. Must they toboggan further? 


To Electronics, devoted to the art 
of radio and electronic tube develop- 
ment, tube distribution evils have 
reached the proportions of a “racket,” 
need the application of intelligent 
merchandising principles if the busi- 
ness is to be put on a sound basis. 

The situation: The dealer buys 
tubes through usual trade channels, 
gets the usual discount, attempts to 
sell at regular list prices. Promptly 
is he faced with competition from 
mail order houses, department stores, 
chain outfits, selling tubes at 40-55 
per cent “off list.” As a result he is 
helpless, must lose the business. 

Where do cut price tubes come 
from? 

The reason: Numerous are the 
means by which tubes are deflected 
from regular channels into cut price 
establishments. Most important: 


1. Tube makers sell in bulk to set . 
manufacturers at 70 per cent off list. 
Set makers buy more than their 
legitimate set requirements, pyramid 
allotments, finally unload bargains. 
In some instances overstocking may 
be natural and set-maker has to dis- 
pose of 70-per-cent-off tubes. 

2. Distress tube stocks are sold by 
manufacturers to jobbers, mail order 
houses, chain organizations, jobbers 
with retail outlets, enabling them to 
sell at “40 off.” 

3. Dummy window display car- 
tons, empty standard. tube cartons 
may be bought attwo or three cents 
apiece. When. service men replace 
worn tubes with new, the worn are 
often re-packed in dummy cartons, 
shipped back to manufacturer for 
credit on new tubes. In other in- 
stances, they are repacked in dummy 
cartons, resold over the counter at 
cut prices. “Replace your tubes once 
a year,’ manufacturer’s consumer 
advertising slogan has aided “racket,” 
paving way for service man to advise 
replacement, subsequently dispose of 
worn-out tubes at cut prices. 

4. Replacement tubes supplied by 
makers are diverted into regular chan- 


nels, are later resold at excessive 
discounts. 
Remedy: Any discussion of the 


present evils which invest radio tube 
distribution must boil down to a single 
fact: That the legitimate dealer can- 
not meet the unfair competition of 
wide discounts granted other selling 
agencies. ‘To the manufacturers of 
tubes must go the burden of the com- 
plaint. If they can sell tubes at dis- 
counts of 70-80 per cent from list 
they are (1) selling their merchan- 
dise at a loss, or (2) the list price 
does not represent the true retail 
value. 

The conclusion to be drawn is that 
tube prices are all too high, that a 
revision in discount schedules is nec- 
essary. Smaller margins, with in- 
creased rate of turnover, is more 
desirable from the dealer’s standpoint 
than large discounts on list prices 
that he has difficulty in getting. Fur- 
ther reduction in list prices of between 
25 and 30 per cent would do away 
with the present fictitious price levels. 
Under that set-up, following margins 
would prevail: To jobber 20 per cent ; 
to retail dealer 35-40 per cent; to set 
manufacturer 40-50 per cent. 
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SHOW 


O the oil burner industry, one of 
the few major appliance busi- 
nesses to come out of 1930 with an 
increase (Electrical Merchandising, 
February ), the eighth annual conven- 





I. JONES COBIN 
“We cannot afford 


tion and show looms as the month’s 
most important news. 
Harry F. Tapp, executive secre- 


tary, American Oil Burner Associa- 
tion, reports 72 exhibitors signed up 
for the meeting in Philadelphia, April 
13 to 18. As in 1930, the show will 
be open to the public, will appeal to 
consumers. Last year 10,000 visited 
the exhibits. 





MOST VALUABLE 





\ A OST cherished prize that dis- 
L¥itributor, dealer, can win from 
his manufacturer is his recognition of 
leadership in sales in the national 
field. Last month at the annual con- 
vention of the Silent Automatic Cor- 
poration, Detroit, Arthur C. Cocks, 
vice-president, Cobin & Cocks, Port 
Washington, L. I., was presented with 
a trophy emblematic of the “most 
valuable dealer.” 

No beginner is Dealer Cocks in the 
oil-burner field. In partnership with 
I. Jones Cobin (see cuts) president 
of the firm, they have sold upwards 
of 1,300 oil burners in wealthy 
Nassau county in less than five years. 
Formerly in the construction and 
house-building business, Cobin and 
Cocks found it an easy step to oii- 
burner selling (Electrical Merchan- 
dising, March, 1930). From a con- 
fidence they had built up in the com- 


munity they have made fast friends, 
extended their operations for miles 
around. Guiding rule of the business, 
according to Mr. Cobin: “We cannot 
afford to have a dissatisfied cus- 
tomer.” Any time within 90 days of 
the sale of a burner, Cobin and Cocks 
will remove the entire installation at 
their own expense upon the complaint 





ARTHUR C. COCKS 


a dissatisfied customer” 


Their removals have 
their satisfied customers 


of a customer. 
been nil, 
legion. 
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CONFERENCE 





HE outstanding event of the 

year for some service people is 
the Conference just ahead—March 
23 to 26, at the Edgewater Beach 
Hotel, Chicago. Because of the en- 
thusiastic response to last’s years 
Conference and the results accom- 
plished and because of this year’s 
comprehensive program, an unusu- 
ally large attendance is looked for. 
Copy of the program follows: 


Monpay Morninc, Marcu 23, 1931 


Ada Bessie Swann, Presiding 
8:30 Registration. 
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9:30 Remarks by Chairman. 


9:45 What the Homemaker Needs to 
Know About Electricity. Eloise 
Davison, Home Economics Adviser, 
National Electric Light Association, 
New York, N. Y. 


What the Home Service Worker 
Needs to Know About Electricity. 
W. A. Durgin, Commonwealth Edi- 
son Co., Chicago, Ill. 

Methods of Presenting this Infor- 
mation to Customers. Helen A. 
Smith, Home Service Director, 
Rochester Gas & Electric Corp., 
Rochester, N. Y. Mrs. Frances 
Rosenberg, Home Lighting Special- 
ist, Middle West Utilities Co., Chi- 
cago, Ill. Elizabeth Murray, Home 
Service Director, Atlantic City Elec- 
tric Co., Atlantic City, N. J. 

11:45 Discussion from Floor. 


12:00 Adjournment. . 


10:15 


1415 


12:30 Luncheon. Executive Speaker. 


Monpay AFTERNOON, Marcy 23, 1931 


Clara Zillessen, Presiding 


2:30 Electric Refrigeration and Electric 
Refrigeratorsy. C. H. Roe, Com- 
mercial Engineer, Electrical Testing 
Laboratories, New York, N. Y. 

3:00 Methods of Presenting Refrigera- 
tion Information to Customers, Har- 
riet Brigham, Home Service Di- 
rector, Oklahoma Gas & Electric 
Co., Oklahoma City, Okla. Emma 
Tighe, Home Service Director, The 
Edison Electric Illuminating Co., 
Boston, Mass. Clara H. Zillessen, 
Advertising Manager, Philadelphia 
Electric Co., Philadelphia, Pa. 

3:15 Discussion from Floor. 


3:30 Electrical Appliances for Laundry 
Work. E. M. Hurley, Jr., Presi- 
dent, American Washing Machine 
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Manufacturers Ass’n, Chicago, IIl. 
Grace Pennock, Delineator Institute, 
New York, N. Y. 
Methods of Presenting Laundry In- 
formation to Customers. Florence 
Clauss, Home Appliance Editor, 
Electrical Merchandising, New York, 
N. Y. Mildred Nichols, Director, 
Home Economics, Grabar Electric 
Co., New York, N. Y. L. R. Boul- 
ware, General Sales Manager, Syr- 
acuse Washer Co., Syracuse, N. Y. 
4:15 Discussion from Floor. 
5:00 Meeting Home Service Subcom- 
mittee. 


TuEsDAY Morninc, Marcu 24,. 1931. 
Ada Bessie Swann, Presiding 


9:30 Rug Cleaning and Electric Cleaners. 
Dr. A. H. Ryan, Special Consultant, 
the Hoover Co., Chicago, III. 

Methods of Presenting Cleaning In- 
formation to Customers. Laura 
Rischman, Home Service Director, 
Buffalo, Niagara & Eastern Power 
Corp., Buffalo, N. Y. Louise Hath- 
away, Home Service Director, lowa 


4:00 


10 :00 


Railway & Light Corp., Cedar Rap- .- 


ids, Iowa. Ruth Kruger, Home 
Service Director, Bronx Gas & Elec- 
tric Co., New York, N. Y. 

10:15 Discussion from Floor. 

10:30 Electric Water Heating and Bhectvic 
Water Heaters. B. M. Riker, Rock- 
i Light & Power Co., Nyack, 

10:50 Methods of Presenting Water Heat- 

ing Information to Customers. 

Estella Dorgan, Home Service Direc- 

tor, California-Oregon Power Co., 

Medford, Ore. Susan Brandon, 

Home Service Director, Alabama 

Power Co., Birmingham, Ala. 

Electric Cookery and Electric Ranges. 

Mrs. Vera Ellwood, Home Service 

Director, the Milwaukee Electric Ry. 

& Light Co., Milwaukee, Wis. 

11:30 Methods of Presenting Electric 
Cooking Information to Customers. 
Fern Snider, Home Service Direc- 
tor, Georgia Power Co., Atlanta, Ga. 
Lucille Harris, Home Service Direc- 
tor, Kansas Gas & Electric Co., 
Wichita, Kan. Katherine Goep- 
pinger, Boone, Iowa. 

11:45 Discussion from Floor. 

12:00 Adjournment. 

12:30 Luncheon. 

_ The Electrical Industry’s Perform- 
ance in 1930—And Some Predictions 
for 1931. Paul S. Clapp, Managing 
Director, National Electric Light 
Association, New York, N. Y. 


TuespAy AFTERNOON, Marcu 24, 1931. 
Mrs. Sarai Waugh, Presiding 


2:30 Residential Lighting—Outlining the 
Avenues of Approach. E. W. Com- 
mery, Nela Park, Cleveland, Ohio. 
Utilizing the Home Service Plat- 
form for Residential Lighting Pre- 
sentations. Helen G. McKinlay, 
Nela Park, Cleveland, Ohio. 
Symposium of Present Activities of 
Home Lighting Specialists. Mrs. 
Mariquita Dygert, Home Lighting 
Specialist, Detroit Edison Co., De- 
troit, Mich. Mrs. J. R. Farrell, 
Home Service Director, Indianapolis 
Power & Light Co., Indianapolis, 
Ind. Mrs. Frances Rosenberg, Home 
Lighting Specialist, Middle West 


11:00 


3-15 


3:45 
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Utilities Co., Chicago, Ill. Mrs. 
M. W. Steward, Home Lighting 
Specialist, Union Gas & Electric Co., 
Cincinnati, Ohio. 

4.30 Ultraviolet Radiation in the Home. 
H. C. Stover, National Lamp Works, 
Chicago, Ill. 

WEDNESDAY MorninG, Marcu 24, 1931. 

Karen Fladoes, Presiding 

9:30 Remarks by Chairman. 

9:45 Home Service and Changing Busi- 
ness Conditions. G. E. Whitwell, 
Vice-president, in Charge of Sales, 
Duquesne Light Co., Pittsburgh, Pa. 

10:05 Discussion. Julius Daniels, the Edi- 
son Electric Illuminating Co., Bos- 
ton, Mass. F. D. Pembleton, Public 
Service Electric & Gas Co., Newark, 


10:15 Discussion from Floor. 

10:30 What the Customer Needs from 
Home Service. Mrs. Christine Fred- 
erick, Consultant on Consumer Sell- 
ing, New York, N. Y 

11:00 How Home Service Endeavors to 

Meet the Customers’ Needs. 
Lecture-Demonstrations to Organ- 
ized Groups. Mrs. Ella Smethers, 
Home Service Director, Ohio Pub- 
lic Service Co., Cleveland, Ohio. 
Home Contacts. Marie Tudor, Home 
Service Director, Utilities Service, 
Inc., Indianapolis, Ind. 
Lecture-Demonstrations to School 
Groups. Florence Freer, Home 
Service Director, Brooklyn Edison 
Co., Brooklyn, N. Y. 
Lecture-Demonstrations in Com- 
pany Quarters. Valentine Thorson, 
Home Service Director, Northern 


States Power Co., Minneapolis, 
Minn. 
Home Service Records. Karen 


Fladoes, Home Service Director, 
Duquesne Light Co., Pittsburgh, 
Pa. 


Home Service Helps for Sales Per- 
sonnel. Elizabeth Sweeney, Home 
Service Director, Empire Gas & 
Electric Co., Geneva, N. Y. Ruth 
Van Sant, Former Home Service 
Director, Oklahoma Gas & Elec- 
tric Co., Oklahoma City, Okla. 
Equipment Training for All Women 
Employees. Sophia Malicki, Chair- 
man, Women’s Committee, Middle 
West Utilities Co., Chicago, Ill. 
Work with Rural Groups. Evelyn 
Turner, Extension Specialist in 
Home Management, Michigan 
State College, East Lansing, Mich, 
11:45 Discussion from Floor. 
12:30 Luncheon. Speaker, Hon. Charles 
W. Appleton, Vice-president, General 
Electric Co., New York, N. Y. 


WEDNESDAY AFTERNOON, Marcu 25, 1931. 
Ada Bessie Swann, Presiding 
2 :30 Fitting Home Service to Your Com- 
munity’s Needs. Mrs. Elizabeth 
Stone Macdonald, Manager, Depart- 
ment of Consumer Research, Frigi- 
daire Corporation, New York, N. Y. 
Discussion. Hulda Ungericht, Home 


2:50 


Service Director, Columbus Gas & 
Fuel Co., Columbus, Ohio. Robert 
Elliott, Home Service Director, 


Florida Power & Light Co., Miami, 
Florida. Ada Bessie Swann, Home 
Service Director, Public Service 
Electric & Gas Co., Newark, N. J. 


3:05 Discussion from Floor. 

3:30 How Appliance Servicing Affects 
Customer Relations. H. T. East, 
Public Service Company of North- 
ern Illinois, Chicago, Ill. 

3:50 Publicity. Dempster MacMurphy, 
Vice-president, Middle West Util- 
ities Co., Chicago, Ill. 

4:15 Discussion. 

7:00 Dinner. Speaker, W. A. Jones, 
President, National Electric Light 


Association. 





UTENSIL KIT FOR RANGE DEMONSTRATION 


O make it less easy to forget 
some necessary utensil and to 
enable them to more conveniently 
transport their traveling kitchens, 
the eleven home service women of 
the Southern California Edison Com- 


pany, have devised a_ standard 
demonstration kit to carry on their 
visits to the homes of electric range 
users. The case weighs 20 Ib. when 
packed and measures 21 x 21 in. and 
is 7 in. deep. 
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HOME 
MODERNIZATION 





E& a further ‘step in its com- 
munity co-operative activities, 
the Central Hudson Gas & Electric 
Corporation has instituted a Home 
Modernizing Bureau which is being 
handled by and is the particular re- 
sponsibility of Ruth Kleinmaier and 
her home service department. A plan 
of operation of this Home Moderniz- 
ing Bureau has been drawn up, show- 
ing, graphically, the home service de- 
partment as the operating center of 
this plan and its co-operative agents 
of builder, plumber, electrical con- 
tractor and appliance dealer, home 
furnishing dealer, women’s organi- 
zations and the all-important Cus- 
tomer. In this plan, when a prospect 
is secured, the home service director 
in the respective territories visits the 
customer’s home and makes a sur- 
vey, securing complete information 
regarding the modernizing and filling 
out a survey form. This information 
indicating the customer’s problem is 
carefully studied, blue prints are 
drawn and in the case of remodeling 
an entire kitchen a colored sketch is 
made showing the entire kitchen as it 
will appear when completed. The 
cost is computed and when necessary, 
will be financed. Lighting specifica- 
tions and outlets are, of course, in- 
cluded. This report is then put into 
an attractive folder and sent to the 
home service director, who delivers it 
in person to the customer. 





CLEANER 





OMEN naturally respond to 

cookery and decoration sub- 
jects, but demonstrations of so- 
called practical appliances like the 
washer and cleaner do not, ordinarily 
incite audiences to wild enthusiasm. 
“Some of us do not use the cleaner 
enough in our demonstrations—per- 
haps you feel as I do about it, that 
your cleaner demonstration is not 
interesting enough,” says Fern Snider 
of Georgia Power. Proceeding 
characteristically to remedy the 
situation, a copy of a 15-min. cleaner 
demonstration for home service pro- 
grams accompanied her recent report 
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Vou can plan a modern kitchen 


even inan older home 


Planning a new, modern kitchen _realize your vision of modern work- 


need no longer be a day-dream for _ ing convenience. 


you. It is now entircly practical to 
: Z Our modernizing expert will be 
rebuild your kitchen for modern ae i 


beauty and labor-saving conven- glad to plan with you, and to submit 
jence. We now have a Modern. 2” actual architect's sketch of your 
izing Bureau for the express pur- kitchen completely modernized. 
pose of helping you with your plan- Whether or not you carry through 
ning, of financing the cost of mod your plans to completion, there is no 


ernization, and of aiding you to charge for this service. 


Ask your local appliance dealer 
about this planning service 


Central Hudson Gas & Electric Corporation 


oe 





They go into the homes” 


of the Home Service division of 
the Southeastern Division, N.E.L.A., 
of which she is chairman. The 
demonstration was prepared _ by 
Enoch Lundquist of the Hoover 
Company at Miss Snider’s request. 





HOME LIGHTING 





COURSE in the fundamentals 
of lighting and the organization 


of home lighting activities will be 


given by the General Electric Light- 
ing Institute, Harrison, N. J., March 
16-21. Of particular interest to 
home service women is Friday’s pro- 
gram: Lillian Eddy will give, at 9:00, 
a summary of activities for home 
lighting specialist; Sarai Waugh, at 
9:30, “The Home Lighting Specialist 
as an Aid in the Merchandising of 
Portable Lamps”; 10:00, J. S. Bart- 
lett, of the Society for Electrical De- 
velopment, “The “Red Seal Plan 
and its Effect in Securing Better 
Home Wiring”; Eloise Davison, 
Home Economist, N.E.L.A., at 
11:00, ‘“Co-operating with Home 
Economics Institutions”; Mrs. Hope 
Hammond, Interior Decorator. 


Woman’s Home Companion, ‘“Prac- 
tical Decorating Principles for the 
Home Lighting Specialist”; at 2:00, 
“Methods of Approaching the Public 
with the Home Lighting Story,” by 
four central station home lighting 
specialists; and at 4:00, Ada Bessie 
Swan, on “Home Service Informa- 
tion Necessary for the Home Light- 
ing Specialist.” The four preceding 
days will be devoted to the course 
on lighting fundamentals. 





BAKING 





‘SIDE prepared to bake when you 

make home calls,’ advises 
Charlotte Meissner, Wisconsin Pub- 
lic Service. Sheboygan. This advice 
is based on a month’s experience, in 
which twenty of seventy-one home 
calls turned out to be home baking 
demonstrations. 

Domestic servants of the future 
will be electrically-minded, and of an 
unusually high type, if Home Serv- 
ice programs generally follow a new 
community plan recently put into 
effect in Pittsburgh. Karen Fladoes 
of the Duquesne Light Company has 
opened a vocational class for domes- 
tic servants, conducted in co-opera- 
tion with the Y. W. C. A. Groups 
of young women crowded out of 
office jobs are being intensively 
trained for a livelihood as household 
maids. The class meets every day at 
Utility Hall to learn, through actual 
practice, how to cook, clean and 
launder by the most approved 
methods, using various electrical ap- 
pliances. When thoroughly trained, 
the Y. W. employment service at- 
tempts to place these women as do- 
mestic servants in homes in the com- 
munity. 





IRON PROBLEM 





NEW ironer service problem 

was presented to Lucille Hall of 
the Wisconsin Public Service Cor- 
poration, Green Bay, at one of her 
home calls. The ironer customer 
complained that the ironer was too 
slow and that, anyway, she was tired 
of rolling it by hand. “TI didn’t know 
it had a motor to run it,” sez she. 
What was wrong with that sale? 
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March _ opens 
the nation-wide 
program, 
Sponsored by 
N £2 .£iAg T4 
sell one million 
electric refriger- 
ators im 1931. 
“Tnvest in an 
electric refriger- 
ator” is the slo- 
gan adopted— 
the idea which is 
to be the basis of 
the advertising 


appeal. 


The Basis of a 


MILLION UNIT 
Sales Appeal 


























Pilasters on the exterior of the 

building go through a cycle of 

changing colors when the build- 
ing is illuminated at night. 


A: window in 
the lobby; illu- 
minated with 
prismatic re- 
flectors, over- 
a head spots. 














Looking into the range department. 
Note lighting fixture, decorative arch. 
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Niagara Hudson’s magnificent new build- 

ing at Niagara Falls marks another step in 

cementing dealer relations. Its facilities 
are extended for dealer use in selling. 


RPA GS 


Detail: stairway leading to Home 
Economics Department. 


cng 


An ironer display—dramatic, 
simple, colorful. 


. W. Sanderson, Home Service Department, 
cooks in the model kitchen. 





Modern oblong counter for 
heating appliance display. 
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NEw! 


TO SELL IN TODAY’S GREAT 


CUREKA 


with full-floating 


brush, beautiful 
red leatherette 
















bag, super- 
eee «power and other 
mM great features .. 











ATTACHMENTS 


$50 
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PRICED 


MODERN! 


REPLACEMENT MARKET 


More than a million electric cleaners—old, worn 
or hopelessly out-of-date—are ready for replace- 
ment this year. 


Women who exchange this old equipment for 
new will not be content with the kind of vacuum 
cleaner that satisfied them ten years, or even five 
years, ago. They know of the great advances that 
have been made. They will demand a vacuum 
cleaner that is modern in appearance— that is up- 
to-the-minute in design—and that serves many 
new and useful purposes. 


The new, amazingly improved Eureka De Luxe 
is designed, built and priced for ready sale in this 
tremendous market. It embodies many great new 
features which add to cleaning effectiveness, con- 
venience and ease of operation. And a nationwide 
investigation—in thousands of families in 67 key 
cities—has proved definitely that these are features 
which women want. 


The New Full-Floating Brush 


Outstanding among these is the full-floating brush. 
Built into the nozzle, it maintains constant contact 
with the floor covering by spring pressure— assur- 
ing positive but non-injurious brush action without 
the use of rubber belts or gears. It instantly brushes 
loose all forms of surface litter—and, combined 
with the powerful Eureka “High-Vacuum”, assures 
quick, thorough removal of deeply embedded dirt. 


There is extraordinary “eye appeal”, too, in this 
great new Eureka— not only in the streamlined 
nozzle and fine, durable finish—but especially in 
the beautiful red leatherette bag, introduced for 
the first time in this model. 


The front of the bag is made of durable leather- 
ette, easily cleaned with a damp cloth. It will 
retain its original beauty long after ordinary bags 
have become soiled and unsightly. The back is of 
a specially treated fabric, finely woven to screen 
the air and prevent the escape of dust. Patents 
have been applied for. 


A patented steel spring opener spreads the mouth 


of the bag extremely wide, making it very easy 
to empty. 


**Pistol”’ Grip, Rubber Bumper, Four Wheels 


There are many other important new features. 
The new De Luxe has a steel handle with hard 
rubber “pistol” grip; four wheels instead of three; 
a new tilting device; rubber bumper for the pro- 
tection of furniture. The 20-foot cord is covered 
with durable rubber and attached to the handle at 
a convenient distance from the top. There is an 
improved device for adjusting the nozzle to the 
nap of floor coverings. 


Eureka offers to progressive dealers not only a 
new and improved line of vacuum cleaners com- 
pleted by the addition of the Eureka De Luxe— 
but a new and better franchise which gives you 
the advantages of quantity discount without 
quantity purchases; helps you liquidate your invest- 
ment in old cleaners taken in trade; and provides 
factory cooperation in temporary campaigns or 
permanent resale operations. 


A Fortune Invested in Business-Building 


In the introduction of the new De Luxe, Eureka 
is supporting its dealers with a wealth of advertis- 
ing and practical sales helps. National magazine 
advertisements in full color, millions of fine folders, 
window displays, and a huge newspaper campaign 
will spread the news that the finest of vacuum 
cleaners is now available at $59.50—the lowest 
price possible for such quality and performance. 


The new De Luxe, its price and the terms on 
which it can be purchased, will appeal not only 
to owners already educated to the advantages of 
modern vacuum cleaning equipment, but to tens 
of thousands of new buyers. 


The Eureka franchise has reached a new peak 
of value. Write today for confidential details. 


EUREKA VACUUM CLEANER CoO. 
DETROIT, MICH., U. S. A. (664) 


Largest Manufacturers of Vacuum Cleaners in the World 


Canadian Factory, Kitchener, Ontario. Branches: 8 Fisher Street, London, 
W. C. I, England; 299a-301 Castlereagh Street, Sydney, Australia 








The First and only 
CHIME CLOCK without clutch, 


TL hose Rumor S 


Perhaps you did not believe those rumors that 
went the rounds before this New Wonder 
clock was announced. Some dealers did, and 
placed orders that took up two months’ pro- 
duction. 

Now the facts are known. The public as 
well as the trade have been informed through 
national magazine and radio advertising. 
Dealers report brisk 
business. Repeat or- 


Chime clocks combine the permanent time- 
telling precision of the sealed-in-oil synchro- 
nous motor type, with the newly patented, 
greatly simplified Sessions Chiming and strik- 
ing mechanism, operated by a separate in- 
duction motor powered through the same 
cord and plug. It chimes each quarter hour 
... the age-old melody of Westminster, popu- 
larized through years 
ofnation-wide Sessions 








ders bear out their re- 
ports. And why not. 
The first and only 4//- 
electric Westminster 
Chime clock without 
clutch,retainingspring 
or electric contacts. 

Cabinets and fit- 
ments that set a new 
high level in electric 
clock design. 

A price lower than 


electric 


that of many a silent 


Sessions presents at 
the lowest price ever 
quoted, a motorized 
Westminster Chime 
Clock without clutch, 
retaining spring or 


contacts. 


radio broadcasting. 
Sessions all-electric 
chime clocks were not 
designed for price-sell- 
ing. But what a value! 
What a \eader for your 
clock department! 
What a wake-up item 
to give new life to your 
business! Built delib- 
erately to cut after- 
sale servicing. A clock 
that is easy to sell. 





clock. And behind all 





this stands the guaran- 
tee of a company famous for more than a cen- 
tury for clock craftsmanship and value. The 
best known name in clockdom. 

The new Sessions 4//-electric Westminster 


Only once in a dec- 
ade comes a chance 
like this. A wide-open opportunity to put your 
clock department on its toes. A new exciting 
product with a nation-wide appeal to the 
public backed by national magazine and radio 








ALL-ELECTRIC WESTMINSTER 
retaining spring or electric contacts 





















advertising. A price that opens even tightly 
closed minds and pocketbooks. 

Jobbers and retailers all over the country 
are placing repeat orders. Retailers: see your 
jobbers. Jobbers: if you are not already 
stocked, write us today. The Sessions Clock 
Company of Forestville, Connecticut. 


One of the smartly styled Sessions 
All-electric chime clocks. Genuine 
hand-rubbed Mahogany case with 
burl d panels. Design proved to 
popular preference. Sturdy 
sealed-in-oil synchronous 
motor. No chime springs. 
No clutch. Chimes 
motorized. Simple and 
trouble-free. Retails 
for $35. 








the West Penn 
Power Company 
have adopted 
the practice 
to aid range sales 





In a small rotogravure pub- 
lication, “Today,” designed 
to acquaint the customers 
of West Penn with the 
latest uses of appliances, 
appear such pictures as the 
above. The sales promo- 
tion department under W. 
H. Horton, obtains permis- 
sion of the customer to 
photograph her in her 
oun home using the elec- 
tric range. 





The range is ade- 
quately demonstrated 
to the customer in the 
stores of the West 
Penn Power Company. 
This service extends 
to the home once the 
range has been in- 
stalled. 


The lady above appears to be 
taking out of the oven a cake 
on which the frosting has al- 
ready been applied. But any- 
way, she obligingly posed for 
the West Penn photographer, 
and her picture in “Today” 
is of considerable interest to 
her neighbors who are still 
using gas. 


Another one of the obliging 
customers of the West Penn 
Power Company. The total 
collection of photographs 
taken of these real “users” 
makes an interesting picture 
of the types of homes which 
have been sold on electricity 
for cooking purposes. 
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Bickering Will Not Settle Our Commercial Problems 


(Continued from page 41) 


modity. In other lines of endeavor, where commodities 
are sold, it is obvious to anyone that commercial plan- 
ning is essential. The light and power business is not 
the only branch of the utility service which has had a 
dwarfed commercial outlook. 

The third reason for indifferent commercial success 
is lack of coordination in the more recent commerciai 
efforts of the electrical industry. All too often light and 
power companies have failed to cooperate with electrical 
dealers, contractors and merchants, who could and would 
help in widening the field of electrical service. 

So much for the sins of the past. Your problem and 
mine is to push aggressively toward wider electrification 
in both the industrial and domestic fields. The further 
extension of electrical service means more business for 
the electrical manufacturer, the electrical contractor, the 
electrical dealer, and the light and power company. 
What you and I are primarily interested in is how to 
bring about this business. 

This brings us to the question which is always the 
first important question confronting a commercial enter- 
prise—is there a market for our product? From my 
knowledge of the business, which extends over a good 
many years, I would say that our possibilities for new 
business in the electrical field are almost unlimited. I 
have no patience whatever with the electrical man who 
is wasting his time in worrying about our having reached 
the point of saturation. When we consider that after 
fifty years of business development, there are still mil- 
lions of homes in America which do not have the benefit 
of electrical service; when we consider that many other 
younger and less essential industries have outstripped 
our business in commerical endeavor, we ought really to 
be ashamed of ourselves. 





Auto and Radio Business 





WOULD refer to only two of the major industries 

which have quickly grown toa position of major impor- 
tance. The first is the automobile trade, and the second 
is the radio. Both of these industries have had to depend, 
directly or indirectly, upon the electrical business for 
their development, and yet we find that there are four 
million more automobiles in use in America today than 
there are wired homes. It is also interesting to note that 
the annual operating cost, say nothing of depreciation 
and interest on the investment, on a small popular car, 
is about $180 a year, or approximately five times the 
average domestic electrical bill of the country. In this 
statement alone is to be found a complete answer to the 
commercial man who has been worrying himself sick 
about whether or not we are making a bid for a larger 
proportion of the customer’s dollar than we are actually 
entitled to. 

Passing on to the radio industry, we find that in a 
short space of less than ten years, almost as many radios 
have been sold in this country as we have domestic users 
of electricity. 

Consider for a moment some of our commercial oppor- 
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tunities that lie ahead. First, you must remember that 
only one wired home in three in the United States today 
use any electrical appliances, and yet, from a recent sur- 
vey we find there are more than 200 domestic electrical 
appliances to be had. 





The Job Ahead 





HEN we consider the large number of commercial 

opportunities ahead of us, we cannot help but be 
appalled at the size of our commercial job. I will men- 
tion here only a few of the outstanding ones which seem 
to me to be rich in opportunity. 

First. Air conditioning in homes, offices and factories. 

Second. Ventilating and cooling, including offices, 
homes, and factories. 

Third. Health appliances in homes and offices. 

Fourth. Better house lighting. On this point, I think 
you will all admit that not one home in ten thousand in 
America is either adequately or properly lighted. What 
a field for men of commercial instinct and energy! 

Fifth. Inadequate wiring in the homes, in factories, 
and in industry. 

Sixth. Rural electrification. (Millions of h. p. of in- 
ferior quality to be displaced with more flexible electric 
service. ) 

Seventh. Highway lighting for safety. (Millions of 
miles of highway in the country, most of which ulti- 
mately should be well lighted.) 

In the industrial field it is not too much to hope for 
complete motorization of industry, for practically every 
line of business where power is used electrical service is 
superior. 

Next, electrical heating for industrial purposes. 

If we agree that we have a great commercial oppor- 
tunity, the next step for us to consider here is how to 
make the most of it. I have some decided views on this 
subject, and before expressing an opinion as to how 
we may bring our hopes and dreams to pass, may I say 
how I think we can not make them come true. I do not 
believe that we can ever make the most of our commer- 
cial opportunities through the enactment of legislation, 
nor through the interference of Government in our busi- 
ness, nor under Government owned and operated elec- 
trical facilities. Those who advocate such measures 
either do not understand the meaning of private initiative 
in business, or have reached the point where they are 
ready to sacrifice for political expediency, any principle 
or fundamental. Furthermore, I do not believe we can 
make our commercial dreams come true by bickering and 
arguing among ourselves about how to divide up the 
business. Over and over again in my business experi- 
ence, I have seen commercial ventures fail through the 
unwillingness of those participating in them to remem- 
ber the old fable of the dog and the bone. You will 
recall that the dog had a good bone, but when he was 
crossing the river, he saw a reflection of his bone in the 
water, and he tried to get the reflection and lost his 
real meat. 
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New Misacuanpiss 


A Few of the Many Interesting Appliances that Have 
Recently Appeared on the Market 
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Automatic Champion 


Washer 


Model 31 is the newest addition to the 
washer line of the Automatic Washer 
Company, Newton, Iowa. This new 
“Champion” machine is a_ low-priced 
model, made to retail at $79.50. It is 
of 6-sheet capacity. 

The porcelain enamel tub of the new 
washer is black and the washer frame 
and lid are finished in white. The tub 
is of the conventional round type and 
the agitator is of the stationary bottom 
type. The Westinghouse motor is 
mounted on ’a rubber insulated base, 
securely fastened to a drawn skirt. The 
washer is equipped with the same Cham- 
berlain wringer that is now being used 
on the Improved Model 22 Automatic 
and except for colors, the wringer is 
interchangeable so that any attachment 
ironer operating on the Improved 22 
will likewise operate on the new machine. 

The worm and worm gear unit, the 
clutch unit, the eccentric and pitman are 
exactly the same as corresponding parts 
of the ‘‘Duo-Disc’’ washer. A segment 
gear and pinion have been substituted, 
in the new machine, for the cable drive. 
Segment gear transmission parts are 
made of laminated steel to provide 
quieter operation. The transmission 
unit is fully enclosed in a gray iron 
and pressed steel case with all gears 
operating in a bath of oil.—Electrical 
Merchandising, March, 1931. 


Health-Mor 


Sanitation System 


A complete house-cleaning and sanita- 
tion system is contained in the new 
‘“Health-Mor” machine announced by the 
Health-Mor Sanitation Systems, Inc., 
203 North Wabash Avenue, Chicago. 

The machine is furnished with a com- 
plete set of attachments for floor polish- 
ing, deodorizing and insect extermina- 
tion, also a small dust bag and large 
and small nozzles. The machine may be 
converted easily and quickly into a 
small hand cleaner. The intended retail 
price of the machine, complete with all 
equipment, is $79.50.—Electrical Mer- 
chandising, March, 1931. 
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Speed Queen Washer 


Its heavy gage, seamless drawn monel 
metal tub is the outstanding character- 
istic of the new Model “A” “Speed 
Queen” washer, which is made to retail 
at $99.50. 

The washer is made by the Barlow & 
Seelig Manufacturing Company, Ripon, 
Wis. Other features of the new ma- 
chine are an improved high-speed clutch, 
a patented arc-curate drive transmis- 
sion, large 2%-in. white balloon rolls, 
nickel-plated wringer, black’ Bassic 
Atalsite spring casters, polished remov- 
able splash ring, automatic wringer lock, 
improved design and a new Midas green 
finish.—Electrical Merchandising, March, 
1931. 





Universal Fruit Juice 
Extractor 


Landers, Frary & Clark, New Britain, 
Conn., has brought out a new “Uni- 
versal” electric fruit juice extractor. 
Height of the extractor, over all, is 12% 
in. It has nickel silver bowl,. ridged 
core and_ strainer, white porcelain 
enameled cast base and rubber feet to 
prevent marring of polished surfaces. 
Motor has handy toggle switch con- 
trol. The intended retail price is $16.59. 
—Electrical Merchandising, March, 1931. 
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Puritan Laundryette 
Washer 


The fourth and newest model in the 
“Laundryette”’ washer line is the ‘Puri- 
tan,’”’ just announced by the Laundryette 
Corporation, Cleveland, Ohio. The new 
washer conforms to the policy of the 
company with all its washers in that it 
will have the familiar 9-lb. capacity and 
ps be of the whirling basket drying 
ype. 

The washer is of ‘“fool-proof’ con- 
struction, the manufacturer explains, in 
that the clothes being washed may be 
automatically lifted to the drying posi- 
tion without the necessity of first dis- 
connecting the agitator. As the clothes 
are lifted to the drying position by the 
foot lever, the agitator in this 6-sheet 
capacity machine is automatically dis- 
connected, removing tearing risk from 
the drying operation. The intended 
retail price of the “Puritan” is $109.50. 
Other models in the line are the “‘Aristo- 
crat,” retailing at $175; the “Patrician,” 
at $149.50, and the “Pioneer” at $135.— 
Electrical Merchandising, March, 1931. 


Rare Gas Tubes for 
Interior Lighting 


Announcement has been made _ by 
Claude Neon Lights, Inc., 41 East 42d 
Street, New York City, of the develop- 
ment of low voltage rare gas tubes, 
commonly known as neon tubes, for 
interior lighting—for commercial, indus- 
trial and special residential lighting. 

The tubes are designed for operaton 
on 110/220 volt current. They have 
obtained a luminosity as high as 2,000 
lumens per foot, it is announced, com- 
pared with 60 to 132 lumens per foot 
for high voltage luminous tubes. 

The announcement states that rigor- 
ous and extended laboratory tests and 
actual installations show the light from 
these new low or standard voltage tubes 
to have a non-glaring, unusually soft 
quality, due principally to better dis- 
tribution which eliminates hard shadows 
and high reflections. The new units are 
said to have a minimum life of about 
3,000 hours. They are available in white 
light or any color tone, including day- 
—_—eee Merchandising, March, 
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Sunshine Cleaners 


Two small hand cleaners placed on 
the market recently are the ‘Sunshine 
Duster” and ‘Sunshine Junior” of the 
Wise-McClung Corporation, New Phila- 
delphia, Ohio. 

The “Duster” is unusually well adapted 
to the cleaning of automobile upholstery 
as well as upholstery, drapes and mat- 
tresses in the home. It is equipped 
with a 30-in. hose instead of attached 
nozzle, the hose having a special swivel- 
jointed nozzle with standard Sanitizer 
and floating, self-adjusting brush. Its 
weight is 73 lb., and its intended eastern 
list price, $19.75. 

The “Junior” has nozzle equipped 
with Sanitizer and floating, self-adjust- 
ing brush. It is finished in polished 
aluminum and nickel, weighs 6% * 
and has intended retail price of $16.50. 
—Electrical Merchandising, March, 1931. 





Chiming Household 
Signal System 


To add a new note of charm and re- 
finement in the better type of home, the 
General Kontrolar Company, Inc., Day- 
ton, Ohio, has introduced ‘“Telechime,” 
an electrically-operated chiming house- 
hold signal system. 

A single contact of the doorbell button 
sets in operation the small, compact 
motor, which operates the striking ham- 
mers and sounds the Westminster 
chime. 

An attractive mallet and book of din- 
ner call music are furnished with each 
“Telechime,” enabling the home owner 
to use the system for dinner and vesper 
calls and for calling members of the 
household. 

Two models of ‘“Telechime” are 
offered—the Westminster, with four 
chime tubes and the ‘Duo-Call,” with 
two chime tubes. Either may be in- 
stalled against the present wall or, if 
desired, may be set in an attractive 
alcove. An artistic Swedish iron grille 
is available for the recessed installations 
at additional cost.—Electrical Merchan- 
dising, March, 1931. 





Electrical Merchandising, March, 1931 





Apartment Model 
Electrochef 


Its compact construction and _ the 
small amount of floor space required 
recommends the new Model BA ‘‘Electro- 
chef” range to apartment and small 
house use. It is a four-burner, full 
sized range and requires a space of only 
24%x22 in. The cooking table provides 
four 1,300-watt, three-speed elements of 
“Electrochef’” type, reflector and ‘Elec- 
trocone.” The oven is the standard size 
of all ‘“‘Electrochefs,’’ 19 in. deep. 

The entire range, including backplate, 
is finished in white porcelain enamel. 
The metal parts, oven lining and reflec- 
tors are chrome-plate. Provision is 
made for attachment of timer and clock. 
Manufacturer: Electromaster, Inc., 1803 
East Atwater St.. Detroit, Mich.—Elec- 
trical Merchandising, March, 1931. 





Vulcan Faultless 
Washer 


Announcement is made by the Vulcan 
Manufacturing Company, 2006-12 Wyan- 
dotte Street, Kansas City, Mo., of a new 
“Faultless’ Model L washer, which is 
listed at $49.50, f.o.b. , 

The new washer has a_ full-sized, 
22-in. diameter tub, enclosed gear case, 
all gears running in oil. It is equipped 
with standard-size wringer. Washing 
action is provided by a one-piece, cast 
aluminum agitator in top of the tub. 
A protective skirt encloses the mecha- 
nism.—Electrical Merchandising, March, 
1931. 


Universal Water Kettle 


As a fast and convenient means of 
supplying small quantities of hot water, 
Landers, Frary & Clark, New Britain, 
Conn., has developed a 1,000-watt, 3-qt. 
aluminum water kettle. 

It is claimed by the manufacturer 
that this new kettle boils a quart of 
water (starting at 60 deg. F.) in 6 min., 
other quantities up to 3 qt., propor- 
tionately as fast. Thermostatic protec- 
tion, it is explained, permits kettle to 
boil dry without injury to unit. The 
kettle has ebonized handle and knob 
and is equipped with 6-ft. heater cord. 
Its intended retail price is $7.50.—Elec- 
trical Merchandising, March, 1931. 





* * 


W hite Cross Range and 
Hotplate 


Two terminal connections are provided 
at the rear of the new No. 212 ‘White 
Cross” range of the National Stamping 
& Electric Works, 3212 West Lake Street, 
Chicago—one for the oven, for broiling 
and baking units and one for the top 
burners. The units are controlled by 
two four-station switches, the left switch 
operating the top units, at first station 
the 8-in. left element at 1,100 watts, 
second station, 550 watts, third, both 
left and right elements at 550 watts 
and fourth, off. The right switch oper- 
ates oven and broiler, first station the 
bottom baking element at 1,100 watts. 
second station, upper element at 1,100 
watts for broiling, third station operates 
both bottom and top elements at 550 
watts. 

The range is 33 in. high, exclusive of 
wall splash board, and is constructed of 
sheet steel, finished in triple baked black 
enamel. The intended retail price is 
$42.50. 

The No. 98 single-unit hotplate has 
three heat switch control and is rated 
at 660 watts. It is finished in triple 
baked black enamel with nickel plated 
legs. Its intended retail price is $2.80.— 
Electrical Merchandising, March, 1931. 
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Gilbert Vital-Atre . 
Humidifier 


In 99 out of 100 heated homes and 
buildings, the air we breathe is dryer 
than that of Death Valley and the 
Sahara, the A. C. Gilbert Company, New 
Haven, Conn., points out, in introducing 
its new electric humidifier, the ‘“Vital- 
Aire.” Relative moisture content or 
humidity of Death Valley air, it is ex- 
plained, is 23 per cent. In the average 
heated home and building in this coun- 
try, the moisture content is 10 to 15 
per cent. The relative moisture of the 
air we breathe should be from 40 to 50 
per cent. 

The new “Vital-Aire’” humidifier is 
portable in type and is mounted on a 
typical floor-lamp standard and base. 
It is 4 ft. high, 133 in. 
in diameter and is fin- 
ished in rich’ green. 

Holds one gallon of 
water. Evaporation of 
the water in the hu- 
midifier is effected 
without heat or steam 
and the air in the 
room is washed at the 
same temperature as 
that of the water in 
the ‘“‘Vital-Aire’s’’ con- 
tainer.. B180 humidi- 
fler has universal 
motor and is made to 
handle from 5,000 to 
7,500 cu.ft. of space. 
B181 has an induction 
type motor and is in- 
tended to handle ap- 
proximately 4,000 to 
5,000 cu.ft. The in- 
tended list price of the 
“Vital-Aire”’ is $49.50. 
Electrical Merchandis- 
ing, March, 1931. 


* * * 


Arvin Room Heater 


The new “Arvin” electric room heater 
is described by its manufacturer, Noblitt- 
Sparks Industries, Inc., Indianapolis, 
Ind., as representing a radical departure 
from the commonly accepted type of 
electric heater. Its operation is similar 
to that of the ‘“‘Arvin” hot water heater 
for automobiles, in that a fan, behind 
the heating element, forces the air over 
the source of heat and out where it is 
needed. 

Heat is generated, in the new heater, 
by means of a Nichrome helical type 
coil, and a little induction type motor, 
wired in series with the coil, directs the 
heat into the room. The heater operates 
on 110 to 125 volts, 20 to 60 cycles and 
draws 94 amp. at 110 volts. It is avail- 
able for d.c. use at slight extra cost. 
Its base is 10x11 in., height 15 in., 
weight 10 lb.; finish, Morocco, in a 
choice of old rose, Nile green, mahogany 
brown and dawn gray. The intended 
retail price is $12.75; d.c., $3 extra.— 
Electrical Merchandising, March, 1931. 











(A) Represents heating element. (B) 
Fan, forcing circulation from floor, over 
hot wires, out into room. (C) Simple, 
rigid mounting of element. Held by two 
screws, easy of access. 





Improved Premier 
Spic-Span 


An improved model, No. 97, “Spic- 
Span” cleaner has been announced by 
the Premier Vacuum Cleaner Company, 
1734 Ivanhoe Road, Cleveland, Ohio, to 
= Model 86, introduced late in 


This improved model, the manufac- 
turer, announces, embodies a number of 
changes in design which not only in- 
crease the cleaner’s” efficiency but 
enhance its appearance as well. The 
nozzle has been lengthened and re- 
designed so that it can get into corners 
and crevices with greater facility. <A 
more powerful motor and larger fan 
are employed, resulting in greatly in- 
creased suction. Other features are a 
die-cast nozzle and fan chamber instead 
of sand cast, providing smoother inside 
finish and a durable rubber bumper 
which completely encircles the nozzle 
and protects furniture and woodwork. 
The list price of the improved model is 
$15.50, complete with deodorizer and 
blower accessories.—Electrical Merchan- 
dising, March, 1931. 








Hammond Chime 
Clocks 


Several “Hammond” clock models are 
now available with full Westminster 
chimes, four notes on the quarter hour, 
eight on the half hour and_ sixteen 
chimes on the hour, followed by the 
hour strikes. Chimes and _ hour-strike 
are self-adjusting. Manufacturer is the 
Hammond Clock Co., 2915 N. Western 
Ave., Chicago, Ill. 

Models incorporating the chimes are 
the ‘Meridian,’ mantel clock, retailing 
at $72.50; ‘Diversey,’ ‘Claiborne,” 
“Converse” and “Colfax” tambour 
models, retailing, respectively, at $82.50, 
$90, $82.50 and $77.50. Illustrated is 
the ‘‘Chalmette,’”’ with Honduras mahog- 
any case with maple burl front and with 
ornaments carved from the solid wood. 
It is 15 in. high, 1034 in. wide and has 
6-in. dial of spun silver with black 
raised numerals. Its intended retail 
price is $110.—Electrical Merchandising, 
March, 1931. 


W estinghouse Apart- 
ment Refrigerator 


By the introduction of its new WL 45 
apartment house type refrigerator, the 
Westinghouse Electric & Manufacturing 
Company, Mansfield, Ohio, announces its 
entrance into the low-price refrigerator 
field. This new apartment-size model 
has hermetically-sealed unit and other 
features of the higher priced models and 
is made to retail at $180, f.o.b. The 
net cubical content of the interior is 
4.25 cu.ft. and a total of 5% lb. of ice 
can be frozen at one time. 

The cabinet is 56 in. high and 24 in. 
wide, with standard legs. Shorter legs 
or a _ steel sub-base may be had as 
optional equipment. The refrigerator 
can be built in with kitchen cabinets 
through the use of a special ventilation 
flue furnished by the company. Each 
cabinet is furnished with a spacer in 
back so that it cannot be pushed close 
enough to the wall to block the air 
circulation. 

There are now six different size models 
in the Westinghouse line—the new 
apartment house model, the 5%, 7%, 10, 
13 and 17 cu.ft. capacity models.—Elec- 
trical Merchandising, March, 1931. 





Signal Fruit Juice 
Extractor 


A new model (Model B) of electric 
fruit juice extractor has been announced 
by the Signal Electric Manufacturing 
Company, Menominee, Mich. The new 
extractor is recommended for commer- 
cial use, in cafes, hospitals,.-soda foun- 
tains and homes. It is equipped with 
sturdy universal motor, operating on 
110-volt, 25 to 60 cycles, a.c. or d.c. 
The cup and extractor cone are made 
of porcelain china. The cup, with white 
interior, is finished outside in green, 
matching the Peri green lacquer finish 
of the steel body and base. The intended 
retail price of the extractor is $15; 
west of the Rockies, $16; in 32 and 
220 volt, $17.50.—Electrical Merchan- 
dising, March, 1931. 
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Miller Udezine Clocks 
and Accessories 


Synchronous electric clocks, electric 
cigar lighters, humidors, book ends, ash 
trays, attachments for electric fans and 
other similar accessories are now avail- 
able for use with the “Udezine’’ lamps 
of the Miller Company, Meriden, Conn. 

The ‘“‘Udezine”’ lamps, which have been 
on the market for several months, con- 
sist of a line of bases, standards, finials 
and other lamp parts, which may be 
made up by the purchaser into a lamp 
of his own design. The accessories now 
available for use with these lamps will 
make possible a wide assortment of 
lamp. designs, including combination 
clock and lamp, smokers’ sets, book 
ends and lamp and other lamp com- 
binations. The finish of these new clocks 
and accessories is Birmingham bronze. 
Electiical Merchandising, March, 1931. 











Combination Electric 


Griddle 


An all-around useful appliance, that 
fills the needs of table cookery, is the 
new “Halman’s” combination electric 
griddle, manufactured by the Halman’s 
Specialty Manufacturing Company, Los 
Angeles, Cal. Clyde L. Chamblin Com- 
pany, 639 Mission Street, San Francisco, 
Cal., is in charge of national distribu- 
tion of this new griddle. 

Six pancakes may be baked on this 
griddle at one time. Its cooking surface 
measures 10 in. x 15 in. and is cast of 
a special aluminum alloy. All parts of 
the plate are evenly heated, it is ex- 
plained, by a 730 watt element. The 
intended retail price of the griddle, with 
“on” and “off” switch, is $15.—Elec- 
trical Merchandising, March, 1931. 


* % * 


W estinghouse Ranges 


Announcement of its new 1931 line of 
electric ranges is received from the 
Westinghouse Electric & Manufacturing 
Company, Mansfield, Ohio, as this issue 
of EHlectrical Merchandising goes to 
press. Many outstanding features are 
incorporated in these new ranges.— 
Electrical Merchandising, March, 1931. 
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Hankscraft 6-piece 
Egg Service 


As an Easter special, the Hankscraft 
Company, Madison, Wis., is oifering an 
attractive six-piece egg service, consist- 
ing of four egg cups, in crystal and 
black, matching the ‘“‘Hankscraft’” auto- 
matic egg cooker, and a harmonizing 
tray, to retail at $6.95. 

The ‘“Hankscraft’” egg cooker, well 
known in the market, cooks eggs auto- 
matically. The eggs are placed in the 
cooker, a little water is poured into it 
and in 5 seconds the eggs start cooking 
in live steam. When the eggs are cooked 
as-desired, the current is automatically 
cut off. — Electrical Merchandising, 
March, 1931. 





E-Z Hedge Cutter 


All the ache is taken out of hedge 
clipping with the new “E-Z”’ electric 
hedge clipper offered by the E-Z Elec- 
tric Company, Inc., 168 Madison Ave- 
nue, New York City. 

The clipper may be operated from the 
electric circuit or from batteries. It 
weighs but 43 lb. and is supplied with 
safety features. The handle is built 
like the modern vacuum cleaner, to give 
it the necessary grip for proper control 
on any size hedge. The motor is of the 
universal type, 5,000 r.p.m. The ma- 
chine is equipped with 100-ft. Belden 
flexible weatherproof wire. 

By removing the guard by loosening 
one thumb screw, thick grass around 
bushes, and even bushes and smaller 
tree branches may be trimmed. 

The intended retail price of the clip- 
per is $45. Extra wire, per 100 ft., $5. 
—Electrical Merchandising, March, 1951. 


* % * 


Everhot Kitchenette 
Grill 


Because it broils, frys, toasts and 
even bakes, the new “Everhot” kitch- 
enette grill of the Swartzbaugh Manu- 
facturing Company, Toledo, Ohio, is an 
unusually convenient small kitchen 
appliance. It is of attractive design, 
finished in chromium or blue steel with 
chromium trim. It is equipped with 
aluminum broiler pan, 1ack, griddle and 
heater cord. Its maximum consumption 
is 1,100 watts at 110 volts. The heavy- 
duty model consumes 1,760 watts at 
110 volts. Grill 535 is listed at $19.50 
east of Denver.—HElectrical Merchandis- 
ing, March, 1931. 




















Mark Time Switch 


The ‘Mark Time” switch introduced 
by M. H. Rhodes, Inc., Chamber of 
Commerce Building, New Haven, Conn., 
is a convenient little time switch 
mounted in an ordinary wall plate, re- 
placing the usual wall switch. It turns 
itself off automatically. 

The switch, which is of the toggle 
type, has a dial, by means of which, 
in one model of the switch, the lights 
or appliances may be so timed that cur- 
rent will automatically cut off at any 
time from 15 sec. to 24 min. In another 
model of the switch, an interval of 3 to 
30 min. is possible. By setting the small 
lever at “off,” the time mechanism may 
be disconnected and the switch used as 
any flush plate switch. The switch may 
be had in Type A, without receptacle 
and Type B, with single receptacle, both 
models being offered with timing periods 
above described. The intended list price 
of the switch, complete with plate, is 
$2.50. Special Type B, single receptacle 
switch, complete with plate, $4.—Elec- 
trical Merchandising, March, 1931. 
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Illuminated House 
Numbers 


A visible house number has been de- 
veloped in the Nela Park Engineering 
Department of the General Electric Com- 
pany and numerals will soon be avail- 
able, it is stated, in three, four and 
five figure sizes. In each unit the 
stenciled metal figures are located over 
a piece of opal glass behind which are 
located the two Mazda No. 40 lamps 
and a highly polished metal reflector. 
The numbers are easily visible at the 
average distance of approximately 100 ft. 
The unit is designed with a _ built-in 
doorbell button at the lower part of the 
compartment which contains the numer- 
als. The complete unit may be fastened 
on the door frame a:d over the location 
from which the old doerbell button has 
been removed. 

This new developmern uses standard 
equipment: two miniature Mazda No. 
40 lamps, each rated at 6 volts, .15 amr., 
and enclosed in T-3 bulb. The lamps 
are connected in series and for operation 
require 12 volts. This voltage is supplied 
by standard bell ringing transformers.— 
Electrical Merchandising, March, 1931. 
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Estate Ranges 


A new range that is a combined 
kitchen range, table and kitchen cab- 
inet, has been introduced by the Estate 
Stove Company, Hamilton, Ohio. This 
new range, known as K-E-162-T, has 
four surface units, two 6% in., rated at 
1,000 and 1,250 watts respectively, one 
8-in., 1,500-watt burner and one 8§-in. 
unit, 2,000 watts. Top and bottom 
baking units are rated at 1,200 and 2,200 
and a broiler unit at 2,000 watts. 

The oven is a straight 220-volt oven 
and the four surface units are balanced 
across the two sides of the three-wire 
service, with two units on each side of 
the line. Load balancing switches are 
standard equipment for all surface units. 
The broiler compartment is located in 
the drawer immediately below the switch 
panel. A unique feature of the broiler 
pan is that it can be raised and low- 
ered in the compartment by simply turn- 
ing the handle on the front of the 
drawer. 

The two bottom drawers are utensil 
drawers. The drawer beneath the broiler 
is equipped with a 10-piece set of cut- 
lery, a 6-piece set of spice canisters and 
a knife sharpener. Salt and pepper 
shakers are provided on the shelf on the 
back splasher. The utensil and broiler 
drawers roll in and out on roller bearings. 

Oven control in this new range is 
novel and convenient. By turning the 
switch handle the current is first turned 
on and the operator then continues turn- 
ing the handle until the desired oven 
temperature appears in the little window 
above the switch handle. A red jewel 
and the little window are illuminated 
when the handle is turned. The time 
control, providing full automatic control 
of the range, also controls the con- 
venience outlet. 

The top of the range is stainless steel 
and a choice of three finishes is offered 
—green, ivory or white vitreous enamel. 

Announcement is also made by the 
company of several other new ranges 
with unique sales features, including 
the K-E-262-T which is similar to the 
K-E-162-T described, except that the 
two bottom utensil drawers are omitted 
and the broiler is located in the top of 
the oven.— Electrical Merchandising, 
March, 1931. 
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Stokerette Automatic 
Stoker 


One of the radical features of the 
new ‘“Stokerette’ automatic stoker de- 
veloped by the Fire-King Stoker Com- 
pany, Indianapolis, Ind., is that this 
new automatic stoking device will burn 
pea-coke which can be obtained at a 
much lower cost than regular size coke 
or furnace coal. 

The ‘Stokerette’ has been developed 
for use on warm-air furnaces only. It 
is automatic in operation and is con- 
trolled by simple adjustments. The 
hopper containing the fuel supply holds 
300 lb. of coke, sufficient to supply 
average winter fuel demand for three or 
more days. Special equipment is avail- 
able whereby gravity feed direct from 
the fuel bin can be arranged to elim- 
inate even the necessity for filling the 
hopper. 

Three separate controls, each inde- 
pendent of the others, are used to oper- 
ate the new _ stoker—a _ thermostat 
mounted in any room to maintain even 
heat, a time switch and counter-weight 
control. In addition to using the ap- 
proved under-feed method of firing, an 
automatic grate-shaking feature is also 
incorporated in the  ‘Stokerette.’’-— 
Electrical Merchandising, March, 1931. 
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Globe Home Dry 
Cleaning Outfit 


A new household appliance that is 
being marketed through electrical, hard- 
ware and department store outlets is a 
home dry cleaning outfit brought out by 
the Globe Machine and Stamping Com- 
pany, 1200-1250 West 76th St., Cleve- 
land, Ohio. 

By the use of this new outfit, gar- 
ments and household fabrics may be 
cleaned at home without the hazards 
usually attendant upon such home clean- 
ing operations. A non-explosive and 
non-inflammable cleaning fluid has been 
developed for use with the new outfit, 
which consists of a metal corrugated 
container, hand-operated, the positive 
tumbling of the container providing 
thorough cleansing action. 

The outfit is made in two sizes—3% 

al. capacity, retailing at $7.95 and 

gal., at $4.95.—Electrical Merchan- 
dising, March, 1931. 

















Prometheus Heater 


The Prometheus Electric Corporation, 
360 West 13th Street, New York City, 
is the manufacturer of the heater illus- 
trated, No. 301 which, it is pointed out, 
combines the advantages of both convec- 
tion and radiant heating. The dimen- 
sions of the heater are 17x14x4j3 in., its 
weight is 12 lb., it is rated at 1,000 
watts and the intended retail price is 
$9.95.—Electrical Merchandising, March, 

931. 


* * * 


Projector Lamp 


Bell & Howell Company, Chicago, Ill., 
has announced a powerful little 75-volt, 
375-watt lamp for 16 mm. movie projec- 
tion. This new lamp, it is announced, 
achieves a light intensity more than 40 
per cent greater than was previously 
available for this type of projection.— 
Blectrical Merchandising, March, 1931. 


* * * 


Conlon Automatic 
Cabinet Ironer 


Thermostatic heat control that main- 
tains the proper ironing temperature 
while the machine is in operation, a 
safety light, automatic knee control, 
automatic safety lock on the chromium- 
plated ironing shoe, a 30-in. roll, a 
nickel-plated presser knob and a cabinet 
with porcelain teble top are features 
of the new Model H automatic cabinet 
ironer introduced by the Conlon Cor- 
poration, 19th Street and 52d Avenue, 
Chicago. The intended retail price of 
the new ironer is $159.50. 

Model M, similar to Model H, but 
without heat control and with slightly 
different design in legs and leg brace, 
is listed at $139. Model R, similar in 
appearance to Model H, has 26-in. roll 
and no heat control. It is listed at 
$124.50. Standard finish of the ironer 
is white with green trim.—HElectrical 
Merchandising, March, 1931. 
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Polar Cub Fans 


Among the “Polar Cub” fans to be 
offered by the A. C. Gilbert Company 
for the coming fan season is a new line 
of induction fans, including a 10-in. 
oscillating fan, A-45, retailing at $9.95 
and a 10-in. stationary fan, A-44, list- 
ing at $6.95. These fans are of single- 
speed type, finished in black and are 
intended for use on 110-volt, 60-cycle 
circuits. A 16-in. fan is also being 
offered in oscillating, universal type, 
with two speeds. It_is listed at $17.50. 
Other fans in the “Polar Cub” line in- 
clude a 6-in., an 8-in. (2-blade) and a 
9-in. induction type fan, retailing re- 
spectively at $3.65, $4.35 and $4.95, also 
a 6-in., 8-in., 9-in., 10-in. (2-speed), 
universal type stationay fan, listing at 
$3.95. $4.50. $4.95 and $6.50. A 10-in. 
oscillating, universal fan with two 
speeds is listed at $9.95. — Electrical 
Merchandising, March, 1931. 


* * * 


Wagner Fans 


Several new numbers have been added 
to the 1931 line of fans of the Wagner 
Electric Corporation, 6400 Plymouth 
Avenue, St, Louis, Mo. 

In the non-oscillating line, an 8-in. 
and a 10-in. fan are being offered, both 
of the same quality of construction as 
the standard oscillating, 10-, 12- and 
16-in. fans. The 8-in. fan has a square 
base of pleasing modernistic design. 

A new one-speed 10-in. fan has been 
added to the oscillating line, the re- 
mainder of which are three-speed. 

Two new ceiling fans, also, are an- 
nounced—a 36-in. and a 52-in., the latter 
type also varied for hotel application. 

The intended retail price of the 8-in. 
non-oscillating fan is $6.50, the 10-in. 
fan, $11.50 in 110-volt type, $13 in 
220 volts. The 10-in., oscillating, single 
speed fan is listed at $16.50 and $18 in 
220-volt type. The 36-in. ceiling fan is 
$40 and $42 for 110 and 220 volts and 
the 52 in. fan is $50 and $52, respec- 
tively.—Electrical Merchandising, March, 


* * * 


R & M Oscillating 
Art Fan 


Among its new 1931 fan models, Rob- 
bins & Myers Sales, Inc., Springfield, 
Ohio, is showing a new 10-in. “Art” fan 
in oscillating type. Last year the com- 
pany introduced its 10-in., non-oscillat- 
ing ‘Art’ fan so that both oscillating 
and non-oscillating models of this deco- 
rative fan are now available. 

The “Art” fan was especially designed 
to harmonize with home and office fur- 
nishings. It has silver-like finish and 
graceful modern lines. One of the fea- 
tures of the fan is the Robbins & Myers 
masked oscillating mechanism, mounted 
on the front of the motor within the 
guard. <A _ single speed switch in the 
‘base furnishes operating control.—Elec- 
trical Merchandising, March, 1931. 
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R& M Ceiling Fan 


Especially designed for use in low- 
ceilinged modern interiors is a new A. C. 
De Luxe ceiling fan developed by Rob- 
bins & Myers Sales, Inc., Springfield, 
Ohio. 

The fan is made in 36- and 52-in. 
sizes. It is described by the company 
as a sound departure from conventional 
construction, for it has a minimum over- 
all headroom dimension of only 18% in. 
with lighting fixture, a reduction of trom 
8 to 10 in. under ordinary ceiling fan 
dimensions. The fan is graceful in line 
and has rich bronze finish. 

An unusual feature of the 52-in. model 
is its built-in lighting equipment which 
can be put in use by simply substituting 
a globe for the bottom plate and insert- 
ing lamps in the wired sockets. The 
fan is equipped with switches for 3-speed 
fan and light control. The 36-in. fan 
has switch for 2-speed fan and light 
control. The blades on both fans are 
readily reversible for adjustment to 
either upward or downward air dis- 
charge. 

An improved wool yarn lubrication 
system is employed, this method of lub- 
rication now being standard on all 
Robbins & Meyers -ceiling fans. The 
intended price of the 36-in. fan is $41 
is 110 volts and $43 in 220 volts. The 
52-in. fan is $54 and $56.—Electrical 
Merchandising, March, 1931. 





* * * 
Koolite Fan 

A combination fan and lighting fix- 
ture, known as the ‘‘Koolite,” has been 
announced by Robbins & Myers Sales, 
Inc., Springfield, Ohio. 

The combination fixture is .designed 
for easy installation in homes and 
offices. It is approximately 114 in. x 
17 in. overall, with globe. Its orna- 
mental design serves to both improve 
the appearance of the fan and diffuse 
the air over a large area immediately 
after it leaves the blades, preventing 
direct breeze without hampering air 
movement. 

Standard finish of the ‘‘Koolite’” is 
lustrous bronze. Special harmonizing 
finishes can be had in large installations. 
The fan is built in 110-volt, 60-cycle and 
110-volt, d.c. models listing at $20; in 
110-volt, 25-cycle, $21.50. Prices do 
not include glassware, which is pur- 
chased separately to meet specific needs 
of the installation.—Electrical Merchan- 
dising, March, 1931. 




















New Century Fans 


Two new numbers have been added 
to the line of fans of the Century Elec- 
tric Company, St. Louis, Mo. 

One of the new fans is an A. C. 8-in., 
single speed stationary fan, fully en- 
closed, with pressed steel frame, induction 
type motor, pressed steel stand, steel wire 
guard and steel blades, phosphor bronze 
bearings and with switch in base. The 
finish is lustrous black. The Century 
wool yarn system of lubrication is used, 
making it necessary to oil the fan only 
once each season. 

The ‘‘Reversair” 36- and 60-in. A. C. 
ceiling fans are electrically arranged 
for reversing the direction of the rota- 
tion of the fan and therefore the direc- 
tion of the movement of the air, per- 
mitting either upward or downward air 
delivery. — Electrical Merchandising, 
March, 1931. 





Fan-Lite Fan and 
Lighting Fixture 


Something new and attractive in ceil- 
ing fans is offered by the Mid-West 
Chandelier Company, North Kansas 
City, Mo., in its new “Fan-Lite,’” com- 
bination fan and lighting fixture. 

The fan consists of four folding blades, 
which, when opened, have a spread of 
36 in. When closed, the blades are con- 
cealed over the lighting fixture out of 
sight and out of the way. When the 
fan is turned on, the blades automatically 
open, due to centrifugal force; when the 
fan is turned off, the blades fold back 
into place. The fan is mounted above 
the motor and is connected direct to the 
motor. The blades are turned in 
counter-clockwise direction. 

The folding mechanism of the blades 
is ball bearing and requires no lubri- 
cation. Blades are made of aluminum. 
The motor is a 16-pole squirrel cage, 
induction type, rated at 60 watts. 

Several designs of lighting fixture are 
offered in this new line of combination 
— Merchandising, March, 
1931. 
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MORROW 


M. C. Morrow, sales manager, mer- 
chandising department, Westing- 
house Electric and oe | 


Company. 








ADAMS 
Marshall Adams, sales promotion 
manager, merchandising depart- 
ment, Westinghouse Electric and 


Manufacturing Company. 





R. L. DuVal, large appliance sales 
manager, merchandising depart- 
ment, Westinghouse Electric and 


Manufacturing Company. 


Commerce Department to 


Undertake Credit Survey 


As a background for sound 
credit extension policies among 
wholesalers, manufacturers, and 


commission houses in their dealings 
with retailers, the Commerce De- 
partment will begin soon a nation- 
wide survey of wholesale credit 
methods, practices and policies. 
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ALLEN 


Cc. E. Allen, commercial vice-presi- 
dent, Westinghouse Electric and 
Manufacturing Company. 


Frank Kohnstamm, director of mer- 
chandise, Westinghouse Electric and 





KOHNSTAMM 


Manufacturing Company. 





Westinghouse Reorganizes 
Merchandising Department 


Morrow and Kohnstamm 
Head Two Main Divisions 


A complete reorganization of the 
Merchandising Department to unify 
its sales efforts and to broaden and 
make more flexible its activities is 
announced by C. E. Allen, ‘com- 
mercial vice-president of the West- 
inghouse Electric and Manufactur- 
ing Company. 

The Merchandising Department, 
under the new arrangement, will 
be responsible for all products sold 
for the home, which, at present 
include refrigerators, radio re- 
ceivers, ranges, heating appliances, 
fans, vacuum cleaners and water 
heaters. Farm lighting and water 
systems and, for certain applica- 
tions, micarta, will also be under 
the jurisdiction of this department 
later. 

Mr. Allen states in his announce- 





ment that the operations of the 
Merchandising Department is now 
separated into two main divisions, 
one under M. C. Morrow, sales 
| manager, the other under F. R. 
| Kohnstamm, director of merchan- 
The sales re- 


| dise. manager is 


| sponsible for the entire sales organ- | 


| ization and sales policies of the 
| department. The director of mer- 
chandise is responsible for the de- 
velopment of the product, the serv- 
ice and the preparation of the ad- 
vertising materials to go with the 
product. 

In the division under Mr. Mor- 
row, the following appointments 
have been made: C. D. Taylor, 
refrigeration sales manager; C. H. 
Collins, radio sales manager; R. L. 
DuVal, large appliance sales man- 
ager; R. E. Imhoff, small appli- 
ance sales manager; R. B. Aus- 
trian, manager of retail distribu- 
tion; R. C. Cosgrove, manager of 
rural distribution; and Marshall 
Adams, sales promotion manager. 
District merchandising managers 


G. T. Dunklin; Middle Atlantic, 
W. Bandorf; Southeastern, W. L. 
Southwell; Central, P. Y. Danley, 
Northwestern, J. J. Stanton; 
Southwestern, C. A. Meier; and 
Pacific Coast, George Bailey. 

In Mr. Kohnstamm’s division, 
the following assistant directors of 
merchandise have been appointed: 
Reese Mills, responsible for ranges, 
appliances, water heaters, and farm 


sponsible for refrigerators, fans 
and vacuum cleaners. L. W. Staun- 
ton, has been appointed advertising 
manager of the merchandise de- 
partment, reporting to Mr. Kohn- 
stamm. 

Mr. Allen also announces the ap- 
pointment of M. C. Rypinski, for- 
merly manager of the radio depart- 
ment, as assistant to the commer- 
cial vice-president. Mr. Rypinski 
will continue to make his head- 
quarters in New York. 

Headquarters of the Merchandis- 
ing Department will be centered in 
Mansfield, Ohio. 


Timken Expands 


During the next.month, the Tim- 
ken-Detroit Company, oil burner 
manufacturers, will announce the 
opening of nine new factory 
branches according to E. V. Walsh, 
General Sales Manager. 

These will be located in Jamaica, 
N. Y., Brooklyn, N. Y., Staten 
Isiand, N. Y., Stamford, Conn., 
Bridgeport, Conn., Hackensack, 
N. J., Birmingham, Mich. Oak 
Park, Ill., and Evanston, II. 

Two new additions to the per- 
sonnel of the Wholesale Division 
are also announced by Mr. Walsh. 
E. C. Alft, formerly of the 1900 
Washing Machine Company and 
the Holland Furnace Company, 


lighting; and J. F. O’Donnell, re- |. 


TAYLOR 


Cc. D. Taylor, refrigeration sales 


manager, Westinghouse Electric and 
Manufacturing Company. 





STAUNTON 


LeRoy Staunton, advertising man- 
ager, merchandising department, 
Westinghouse Electric and Manu- 
.facturing Company. 





MILLS 


Reese Mills, assistant merchand se 

director, in charge of ranges, waier 

heaters, farm lighting, for ‘he 
Westinghouse Company. 





Indiana and Kentucky territor:ss. 
He will take care of dealers’ nevds 
in the territory. Ralph Hoc*e, 
who has been with the Petro-Noxol 
organization, has joined the Tim- 
ken Wholesale Division, and will 
handle special assignments, co-of *f- 
ating with dealers in building «9 
training their retailing organ!a- 











will be as follows: Northeastern, 





has been appointed to cover the 


Electrical Merchandising, March, 1°31 


tions. 











New 


NE 


Ind 
LC 


Th 
indus 
ardiz 
been 
Elect 
tion. 
as) it 

A 


resen 
Elect 
Light 
tric \ 
Mant 
Whol 
Socie 
has c 
to is: 
five-] 
all wv 
used 
electr 


A. B 
tric < 
chairs 
Elect 
way 
work 
made 
pany 
catior 
will t 
April 
50,006 
eral | 
terms 
ing cé 
numet 

Noi 
opera’ 
ing it 
Joint 
the fg 
lowes! 





in- 





nt, 
1u- 





or ics. 
needs 
ockkxe, 
Joixol 
Tim- 
| will 
-Of 2f- 
4 y ad 
ani za- 


, 1931 








Our Platform: 
Better Dealers 


The 











Dri 





Weather Forecast: 
Fine for Selling 








New York 


“For the Man at the Sales Front” 


March, 1931 





NEMA Sponsor 


Industry Telegraph Code | 


LCODE To Be First Standard 
Code Book 


The first instance of an entire 
industry sponsoring a single stand- 
ardized telegraph code has recently 
been announced by the National 
Electrical Manufacturers Associa- 
tion. The code book is to be known 
as LCODE. 

A Joint Industry Committee rep- 
resentative of the Association of 
Electragists, National Electric 
Light Association, National Elec- 
tric Wholesalers Association, Radio 
Manufacturers Association, Radio 
Wholesalers Association and the 
Society for Electrical Development 
has co-operated with the N.E.M.A. 
to issue a code book of standard 
five-letter combinations “to include 
all words and phrases commonly 
used in the purchase and sale of 
electrical equipment and supplies.” 

A sub-committee consisting of 
A. B. Zerby, Westinghouse Elec- 
tric and Manufacturing Company, 
chairman, J. F. Quinian, General 
Electric Company, and W. O. Con- 
way of the NEMA staff has the 
work in hand. A contract has been 
made with the Business Code Com- 
pany of New York for the publi- 
cation and it is expected that it 
will be available to the industry by 
April Ist. It will contain nearly 
50,000 code words allotted to gen- 
eral business phrases and technical 
terms with a tabular section cover- 
ing calendar, letters, telegrams and 
numerals. 

None of the sponsoring or co- 
operating organizations is profit- 
ing in the sale of LCODE. The 
joint Committee elected to pass on 
the profits to purchasers in the 
lowest possible price and thus 
enlarge the distribution as well. 

maximum list price of $6 has 
been set, which may be reduced to 
$5.50 if sufficient pre-publication 
crders materialize. 


Xainbault Promoted by G.E. 


Mr. John P. Rainbault, who has 
been in charge of radio sales for 
tie General Electric Company in 
the New York District, has re- 
cently been appointed district ap- 
pliance supervisor of the Merchan- 
cise Department. 

In this new position Mr. Rain- 
bault will be directly responsible 


to the vice-president for the activi- | 


tics of the field representatives for 
ail appliances including radio. 


Law to Head 
New York E. A. 


Succeeds Earl Whitehorne 


Clarence L. Law, general com- 
mercial manager of the New York 


vice-president of the Yonkers Elec- 
tric Light and Power Company, 
was elected president of the Elec- 
trical Association of New York at 
its annual meeting held recently. 
Other officers elected at yester- 
day’s meeting were Theodore H. 


tric Installation Company, New 
York, first vice-president; A. Lin- 


second vice-president; H. H. 
tric Company, third vice-president ; 
Frank A. Pattison of Pattison 
Brothers, New York consulting 


Products Corporation, was elected 
treasurer. Edward Ingraham of 
the Times Appliance Company, was 
named secretary and J. A. Corco- 
an assistant secretary. 

Mr. Law, who succeeds Earl 
Whitehorne, assistant vice-president 
of the McGraw-Hill Publishing 
Company, has been general secre- 
tary, director, treasurer and presi- 
dent of the Illuminating Engineer- 
ing Society. He has also served 


ing Committee, chairman of the 


of the Executive Committee. 





Edison Company and assistant to 


Joseph, president of the E-J Elec- 


coln Bush, president of the Bel- 
mont Electric Company, New York, 


Barnes, Jr., of the General Elec- 


engineers, fourth vice-president. L. 
L. Strauss, president of the Viking 


N.E.L.A. as chairman of the Light- 


Entertainment Committee, member 


| Electrical Leagues Hold 


Fourth Midwinter Conference 


Chicago Meeting Brings Out Number 
of Valuable Suggestions 


| 








Tassie New President 
of Manning-Bowman 


Formerly Pacific Coast Manager 


At the January meeting of the 
Boar] of Directors of Manning, 
Bowman & Company, Benjamin M. 
Tassie was elected president to 
succeed the late R. P. Tracy. Mr. 
Tassie’s election comes as no sur- 
plise because his thorough knowl- 
edge of the heating appliance busi- 
ness made his selection for this im- 
portant position inevitable. 

Coming to Manning-Bowman in 
1914 when it was the leading man- 
ufacturer of alcohol lamp appli- 
ances and plated household devices, 
Mr. Tassie has played an import- 
and role in the development of the 
company’s business. 

For several years, Mr. Tassie 
was Pacific Coast Manager where 
his initiative aided in the develop- 
ment of the whole industry in that 
section of the country. Because of 
his outstanding success, Mr. Tassie 
was made General Manager. Since 
taking over this responsibility, Mr. 
Tassie has laid particular emphasis 
on the development of new prod- 
ucts and merchandising ideas. 


Leonard-Kelvinator Pow-wow 





pany was helped by this meeting of Leonard-Kelvinator men. Front 


Nicolson, F. fc We 
G. J. Sikkenga, J. B. Whittier, 
Frank Merizen, A. E. Gibson. 


W. Meeks, W. 
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| Preparations for the ’31 season of the Leonard Refrigerator Com- 
| 

| A. B. Curtis, 
| 


row, left-right: B. T. Roe, Ted Mograth, A. M. Taylor, A. H. Jaeger, 
W. W. Garrison, R. W. McCaskey, R. W. Tyler. 


Second row: J. B. 


B. E. White, I. E. Cope, 


Jr... R. G. Nelson. 





With a representation from 
thirty-one leagues and eight sub- 
sidiaries, the Fourth Mid-Winter 
Conference of Electrical Leagues 
held annually under the auspices of 
the League Council and sponsored 
by The Society for Electrical De- 
velopment, conducted a_ two-day 
session at the headquarters of The 
Electric Association, Chicago, Jan- 
uary 26th and 27th. 

The two speakers were Samuel 
Insull, Jr., President of The Elec- 
tric Association of Chicago, and 
C. E. Greenwood, commercial di- 


rector of the National Electric 
Light Association. The former, 


addressing a special luncheon meet- 
ing, outlined what he conceived to 


be the place of the electrical 
leagues in the industry. Mr. Insull 
pointed out that the electrical 
leagues could probably function 


most effectively along lines of com- 
mercial research, which includes 
the making of studies of the local 
market and developing and carry- 
ing through plans to capture that 
market. 

Mr. Greenwood presenting the 
National Electric Light Associa- 
tion’s Refrigeration Program for 
selling a million units during 1931, 
emphasized the fact that this pro- 
gram had been developed entirely 
from the co-operative angle and, 
therefore, the leagues would be a 
most important part of the indus- 
try’s structure in coordinating the 
various local units to do an effec- 
tive job in selling. He spoke of an 
investigation that had been made to 
determine the best appeal to the 
public. It was found that the con- 
venience of an electric refrigerator 
was the important consideration 
followed by such desirable features 
as food preservation, cleanliness, 
safe-guarding health, economy, etc. 
The national advertising and the 
local tie-in will be developed 
around these themes. 


G. W. Weston chairman of the 
League Council was general chair- 
man of the meeting. He appointed 


Messrs. George R. Conover 
(Philadelphia) ; Carl H. Christine 
(St. Louis): George Bakewell 


(Denver) and C. J. Geisbush (rep- 
resenting California) as chairman 
of the business sessions. 
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Sovereigns 





HEN General Electric engineers 

hermetically sealed the refrig 
erating unit of the General Electri: 
Refrigerator in the steel Monito: 
Top, they definitely accepted full anc! 
undivided responsibility for its per- 
formance. 





soneeeeee 


But before daring to seal it perma- 
nently they made it so simple, efficient 
and free from need of attention that 
it could be sold without anticipation 
of servicing. 

General Electric’s vast experience in 
the design and manufacture of elec- 
trical equipment had long imbued 
its engineers with the tradition of 
dependability. Realizing that family 
health and large investments in food 


Join us in the General Electric demanded positive unfailing protec- 






in P Program, broadcast every Satur- ys : : 
e : ; tion, they gave the public refrigera- 
A Part of the General Electric Works day evening, on a nation-wide ? yY8 Pp : : 8 
at Schenectady, N. Y. N. B. C. network. tors that not only maintained but 


GENERAL 


ALL~STEEL 


DOMESTIC, APARTMENT HOUSE, AND COMMERCIAL REFRIGERATORS 























increased the nation’s faith in things 
electrical. 


Fifteen years of research preceded the 
introduction of the first General 
Electric Refrigerator. More than 19 
different types of refrigerators were 
built and tested. Today, more than 
3 years of use in homes and in busi- 
ness has proved what this research 
promised. Today as three years ago, 
General Electric responsibility be- 
gins—not ends—with the sale of a 
General Electric Refrigerator. 


The original simplicity of ‘he General 
Electric Refrigerator remains basic- 
ally unchanged. There are only three 
main moving parts and these run in 
a permanent bath of oil—within the 
sealed steel casing of the Monitor Top. 
General Electric also developed the 
All-Steel Cabinet—the greatest im- 
provement made in domestic refrig- 























@ ELECTRIC 
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ELECTRIC WATER COOLERS 
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erator cabinet construction. Precision 
manufacture almost unbelievably fine 
and testing methods so exacting as to 
occupy 72% of the assembly time, 
insure uniformly high quality of the 
product—enable General Electric to 
assume full responsibility and to relieve 
your responsibility correspondingly! 


The General Electric refrigerators 
which you deliver stay put—they stay 
sold—and the profit stays with you. 
Each sale is a permanent asset, spread- 
ing unmixed good will, without pil- 
ing up future demands on you and 
your facilities. That’s the extra assur- 
ance of success designed into General 
Electric refrigeration through the 
policy of Undivided Responsibility. 
General Electric Company, Electric 
Refrigeration Department, Section 
DE3, Hanna Building, 1400 Euclid 
Avenue, Cleveland, Ohio. 


ELECTRIC MILK COOLERS 
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TASSIE 


Formerly Pacific Coast manager 
for Manning, Bowman & Company. 
Benjamin M. Tassie succeeds the 
late R. P. Tracy to the presidency. 
New products, new merchandising 
ideas are his specialty. 





Davis New Head 


of Philco Board | 


Two New Officers added 


to Board of Directors 


Important changes in executive 


personnel, including the addition of 


two new officers to the company, 
were announced today by the Phil- 





adelphia Storage Battery Company, | 


makers of Philco radios. 

Edward Davis, presideut and one 
of the founders of the company, 
has been elevated to the position of 
chairman of the board of directors, 
and James M. Skinner, vice-presi- 
dent and general manager, becomes 
president. 





Talbot to Run San Diego 
Electric Club 


At the annual election of the 
Electric Club of San Diego, Calif., 
the following officers were chosen 
for the ensuing year: president, 
W. H. Talbott, superintendent of 
the electric meter department, San 
Diego Consolidated Gas & Electric 
Company; first vice-president, 
Charles Creelman, San Diego Con- 
solidated Gas & Electric Company ; 
second vice-president, A. E. John- 
son, Southern California Telephone 
Company; secretary, C. N. Allen. 
The new board of directors will 
include Herbert Cordes, General 
Electric Company; Fulton Duff, 
Leo J. Meyberg Company; J. H. 
Block, South Wesix Heating Com- 
pany; L. Kobler and Ray Taber, 
both of the San Diego Consolidated 
Gas & Electric Company. 





Foulds Head Gould Pump Sales 


H. W. Foulds, assistant to the 
president, has been placed in gen- 
eral charge of all sales work by 
Goulds Pumps, Inc., Seneca Falls, 


N. Y. Mr. Foulds was formerly 
connected with Servel, Inc., as 


vice-president. 


8? 


| 


RAINBAULT 


Formerly in charge of radio sales 
for General Electric in the New 
York district, John P. Rainbault 
becomes. district supervisor in 
charge of all appliance sales in 
the territory. 





J 
WILLIAMS 

Sales manager of the Diehl Man- 

ufacturing Company, Frank B. 


Williams, Jr., was recently elected 
vice-president in charge of sales at 
a meeting of the board of directors. 


Hamilton Beach Take 


Over Two Companies | 


The Hamilton Beach Manufac- 
turing Company, makers of domes- 
tic household appliances has re- 
cently acquired the interests of the 
Arnold Electric Company, Racine, 
Wis., and the Gilchrist Manufac- 
turing Company, Newark, N. J., 
according to an announcement by 
T. B. Myers, vice-president and 
general manager. 





The merger, it was said, would | 
mean no important change in either | 
the manufacturing or sales policies | 


of the Hamilton Beach Company. 





White Joins Eby Company 

Hugh H. Eby, president of the 
H. H. Eby Manufacturing Co., 
Inc., of Philadelphia, Pa., today 
announced the appointment of 


design engineer and plant manager 
for Kolster Radio Corp., Newark. 
N. J., as sales engineer for the Eby 
| Company. 





Williams Elected 


Charles D. White, formerly chief | 


Electrical Men in the Month’s News 


THIELSCHER 


District manager for the Gray- 
bar Electric Company at Buffalo, 
Kk. L. Thielscher recently assumed 
the responsibilities of the presi- 
dency of the Electrical League of 
the Niagara Frontier. 


DAILY 

Active in the fourth annual sales 
convention of the Electric Refrig- 
eration Department of the General 
Electric Company was Walter J. 
Daily, sales promotion manager. 
He will head sales troupe present- 
ing ’31 plans in 52 cities. 








Pi x 


AIREY 


Division manager of the General 
Electric Supply Corp., Los An- 
geles, Frank J. Airey has been 
made chairman of the Pacific Di- 
vision, National Electric Whole- 
salers Association. 





Vice-President of Diehl 


Frank B. Williams, Jr., sales 
manager of the Diehl Manufactur- 
ing Company, Electrical Division 
of The Singer Manufacturing Com- 
pany, Elizabethport, New Jersey, 
was elected vice-president in charge 
of sales at a recent Board of Di- 
| rectors’ meeting of the Diehl Com- 
| pany. 








Central Flatiron Changes 
Corporate Name 


| The Central Flatiron Mfg. Co., 
| manufacturers of electric irons and 
other household appliances, have 
changed their corporate name to 
the Betsy Ross Electric Products 
Corp., Johnson City, N. Y. 
The officers are as follows: H. 
| G. Heckmann, president and treas- 


urer. R. Z. Spaulding, vice-presi- 
‘dent. Kirk S. Heckmann, secre- 
tary. 


Spokane Doubles 


_ Range Sales in Year 


Annual Report Shows Gain on 
All Appliances 

A substantial increase in the 
number of appliances sold during 
the year 1930 as compared with 
1929 is shown in the annual sales 
report of the commercial depart- 
ment, according to Lewis A. Lewis, 
assistant general manager in charge 
of sales for the Washington Water 
Power Company, Spokane. The 
report shows that 13,323 pieces 
were sold last year as compared 
with 11,035 in 1929. 

More than twice as many elec- 
tric ranges were sold on the system 
in 1930 as in the previous year, the 
report shows. The total figure, 
1,692 ranges, is the greatest ever 
recorded for a yearly sales. 

Following is an itemized report 
of the sales: 








Total Total 
Sold Sold 
Appliance 1930 1929 
Electric ranges.... 1,692 818 
Water heaters .... 1,108 884 
Washing machines. 1,108 1,133 
P27 co ee Were 437 428 
Vacuum cleaners.. 1,017 662 
Electric irons...... ,634 1,260 
TEGASEONS) 6 ecco 745 626 
Air Heaters ...... 758 564 
LEC eer aren mere 255 10° 
Radios Besa Aas 16 (i 
Heavy duty ...... 46 3f 
Ind. motors «..... 10 (6 
Miscellaneous ..... 4,383 4,513 
Refrigerators ..... 114 é 
Total) 62-28 13,323 11,03: 





Johnson To Hold 
Annual Meeting 

On April 10th to 13th, distrib .:- 
tors, dealers and salesmen repr:- 
senting the S. T. Johnson Cor- 
pany, oil burner manufacturers, w I! 
meet in Philadelphia for their a1- 
nual sales convention, according ‘0 
a recent announcement. 

The meeting will be held in a 
building adjacent to the compan: ’s 
Philadelphia factory branch hea 1- 








quarters. 
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They Did the Talking 





Some of the speakers who attended the general sales meeting of 
the Pacific Power & Light Company recently. Left to right: O. P. 
Anderson, Edison Lamp Works, Cleveland, Ohio; R. J. Cordiner, 
Pacific Coast district manager, "Edison General Electric Appliance 


Company, San Francisco; E. N. 
Machine Company, Chicago; G. C. 


San Francisco; H. B 


Hurley, Jr., president, Hurley 
Tenney, editor, Electrical West, 


Tompkins, general sales manager, General 
Electric Supply Corporation, Bridgeport, Conn., and D. E. 


Harris, 


vice-president, General Electric Supply Corporation, San Francisco. 








Pacific Power & Light Outline 
$1,100,000 Quota 


1,600 Ranges, 1,200 Water Heaters and Refrigerators, 2,000 
Washers Included 


On the high note of constantly 
striving to deliver greater service 
at lower cost to all classes of cus- 
tomers, the 1931 development pro- 
gram of the Pacific Power & Light 
Company was laid before the sales 
and operating forces in a two day 
sales meeting in Portland recently. 
This note was sounded early in. 
the meeting by Lewis A. McArthur, 
vice-president and general manager, 
and John A. Laing, vice-president 
and general attorney, and was kept 
constantly in the foreground 
throughout the later exposition by 
V. H. Moon, sales manager, of 
plans for development in the do- 
mestic appliance, commercial appli- 
ance, lighting and farm electrifica- 
tion fields. The meeting was at- 
tended by jobbers and manufac- 
turers’ representatives, and by in- 
vited representatives. 

Taking up the first of the divi- 
sions of the development program, 
Mr. Moon announced quotas on 
sixteen domestic appliances, of 
which the principal ones were 1,648 
ranges, 1,236 water heaters, 1,236 
refrigerators, and 2,000 washers. 
These with the twelve others would 
run to a gross of $1,100,000, would 
increase sales of energy by 8,384,- 
000 kw.-hr. and yield an estimated 
annual revenue of $166,500. If this 
quota is reached, he pointed out 
that during 1931 the average an- 
nual domestic use would increase 
from 1,170 kw.-hr. to about 1,370 
while the average cost per kw.-hr. 
to the customer would fall from 
3.27c. to slightly less than 3c. The 
quotas on appliance sales were 
broken down into company dis- 
tricts and further into several ter- 
ritorial quotas for each of which 
a single salesman would be re- 
sponsible. 





In outlining the program Mr. 
Moon stressed the fact that load 
put on the company’s lines by other 
agencies was just as valuable as 
that added by the company’s sales- 
men. To encourage dealer sales i in 
the territory, the company is of- 
fering salesmen a “load building 
bonus” based on estimated annual 
revenue of appliances sold by the 
company plus revenue from ranges 
and water heaters sold by dealers 
for installation on the company’s 
lines. 

In the commercial appliance divi- 
sion the objective is 500 kw. of 
heavy duty cooking load to add in- 
creased revenue of $20,000. A new 
and lower rate for this class of 
service is expected to stimulate ac- 
tivity in this field. Responsibility 
for adding this load is given to the 
district manager and chief sales- 
man in each district with the co- 
operation of the jobber and manu- 
facturer. 

No definite quota is established 
in the farm electrification division 
but the program calls for intensive 
development of uses. 





EI Paso League Elects 


At the annual election held by 
the Electrical League of El Paso, 
Texas, the following officers were 
chosen: president, H. C. Leonard, 
general superintendent of light and 
power, El Paso Electric Company; 
vice-president, Lee O’Connell; 
secretary-treasurer, J. H. Warden, 
sales manager, of the El Paso Elec- 
tric Company (re-elected). Clyde 
Lunsford, Martin Bauman and 
D. U. Gaston are the remaining 
members of the newly elected ex- 
ecutive committee. 
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N.E.W.A. Meeting 
Reviews Coast 
Commercial Plans 


Airey Elected Division 
Chairman for ’31 


Commercial department pro- 
grams, appliance quotas and con- 
struction budgets for 1931 adopted 
by major power companies in Cali- 
fornia, Oregon, and Washington 
were reviewed at the annual meet- 
ing of the Pacific Division, Na- 
tional Electrical Wholesalers’ As- 
sociation, held at Del Monte, Calif., 
recently. R. E. Fisher, vice-presi- 
dent in charge of public relations 
and sales, Pacific Gas and Electric 
Company, presided. F. H. Airey, 
manager, Los Angeles district, 
General Electric Supply Corpora- 
tion, was elected chairman of the 
Pacific Division for the coming 
year. 

Mr. Fisher’s review of the com- 
bined programs of the central sta- 
tion companies showed a construc- 
tion budget for 1931 for materials 
only for eleven companies of $76,- 
042,528. Thirteen companies re- 
ported appliance quotas of $6,592,- 
000, which included 30,623 electric 
ranges, 13,830 electric water heat- 
ers, 8,275 heavy-duty air heaters, 
23,424 auxiliary air heaters and 
16,026 electric cookers. Commer- 
cial department programs of ten 
utilities call for the addition of 
690,962 kw. of new load, including 
254,625 kw. of domestic load. 

An additional market for wiring 
supplies amounting to $4,311,154 
will be created by this load-build- 
ing program, Mr. Fisher declared. 

Other speakers were: Lewis A. 
McArthur, vice-president and gen- 
eral manager, Pacific Power & 
Light Company, Portland; Frank 
Weiss, commercial manager, Los 
Angeles Gas & Electric Corpora- 
tion; W. L. Frost, vice-president in 
charge of sales, Southern Cali- 
fornia Edison Company; E. B. 
Criddle, vice-president, The South- 
ern Sierras Power Company, 
Riverside; J. B. Wilson, president, 
Coast Counties Gas & Electric 
Company, Santa Cruz; P. M. 
Downing, vice-president and gen- 
eral manager, and H. M. Craw- 
ford, general commercial manager, 
Pacific Gas and Electri: Company. 


A Boat, a Car and Plenty 
of Good Cheer 








G-E Refrigeration Group 
Holds Annual 
Convention 


Forerunner of Regional Meetings 
To Present 131 Sales Plans 


CLEVELAND, O.—The fourth an- 
nual national sales convention of 
the General Electric Company’s 
electric refrigeration department 
was held recently when 800 dis- 
tributors and keymen from every 
state in the union gathered here. 

Approximately 150 of those at- 
tending were cabinet members of 
the Toppers’ Club, a group of Gen- 
eral Electric refrigerator salesmen 
selected, because of their excep- 
tional sales records, from 12,000 
salesmen in all parts of the country. 

The business program included 
such speakers as T. K. Quinn, New 
York, vice-president of the General 
Electric Co.; Chris Steemstrup, 
noted General Electric engineer, 
Dr. George A. Allison, director of 
the electric refrigeration bureau of 
the National Electric Light Asso- 
ciation; W. H. Crawford, vice- 
president of the General Contract 
Purchase Corporation; and Floyd 
Gibbons, author, war correspond- 
ent and radio celebrity. 

Others on the program, in addi- 
tion to Manager Zimmerman, and 
G. J. Chapman, assistant manager, 
were J. J. Donovan, apartment 
house division manager; Miss 
Edwina Nolan, home service di- 
rector; W. E. Landmesser, com- 
mercial division manager; A. 
Mayer, merchandising division 
manager; M. F. Mahoney, sales 
operation division manager and 
Walter J. Daily, sales promotion 
manager. 

Following the Cleveland conven- 
tion, three troupes of performers 
were scheduled to tour the coun- 
try, each group staging 15 or more 
regional conventions in distributor 
cities. These meetings are sched- 
uled for 52 leading cities. 














E. H. Bryant, recently 
elected president of the 
Laundryette Corporation, 
Cleveland, looks happy 
pulling one in on a 
Florida fishing trip. At 
the left, Allan Tremaine, 
new vice- president of the 
same company, leans on 
a baby Austin. 
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Milwaukee Dealers to Sell Ranges (Continued from page 49) 


B. MANUFACTURERS, DISTRIBUTORS 
AND EQUIPMENT 


1, Equipment which will be approved by the company 
as entitled to full consideration under this plan shall,— 
a. Be manufactured by reliable and well rated concerns with 
successful manufacturing experience. 
b. Be of such quality as to assure satisfactory and efficient 
service to customers. 
c. Be of American manufacture. 
_d. Meet local inspection requirements as well as the pro- 
visions of the state code. 


2. In order that manufacturers and/or their agents 
may enjoy full participation in this program, they will 
be expected to comply with the following provisions in 
a satisfactory manner: 


a. Furnish first-class, dependable equipment in good condi-, 


tion in Milwaukee. 

b. Furnish repair and replacement parts readily available 
in Milwaukee whereby when the company or a contractor or 
dealer replaces defective parts in customers’ equipment under 
guaranty, the replaced parts may be turned in at a local store- 
room and new parts issued therefor. 

c. Aggressively promote the sale of electric ranges and water 
heaters in the company’s operating territory by whatever means 
appear to be most effective. 

d. Cooperate in the general program in a harmonious man- 
ner, bearing in mind that the advancement of the general pro- 
gram will, in the long run, result in the greatest individual 
benefit to the various participants. ; 

e. Employ or participate in such advertising and publicity 
measures as appear expedient, effective and consistent. 

f. Cooking schools, lectures, educational meetings, exposi- 
tions, and other similar features of publicity and education are 
contemplated for development in this program. Some of these 
may be arranged for and conducted as an activity of the Elec- 
trical League of Milwaukee. In whatever manner they are 
arranged for or conducted, manufacturers and distributors will 
be expected to participate in them in a reasonable and con- 
sistent manner. 


C. THE ELECTRICAL DEALER 


1. In order to participate fully in this program, elec- 
trical dealers and contractors will be expected to 
cooperate in every consistent respect in the conduct of 
this activity and the furthering of the aims for which 
it is instituted. Some specific features of cooperative 
effort are as follows: - 


a. Wherever possible, install and use electric ranges in their 
own homes. 

b. Employ every available means to promote and encourage 
the installation of heavy duty wiring in homes so as to permit 
of ready use of electric ranges, water heaters or other heavy 
duty equipment whenever desired, if not immediately. 

c. Cooperate in the promotional and educational activities 
conducted by the Electrical League of Milwaukee. 

d. Satisfy themselves as to the advantages and benefits of 
electric ranges and electric water heaters, and then advocate the 
installation and use of this equipment at every opportunity. 

e. Make an aggressive effort to sell electric ranges and water 
heaters on every possible occasion, and install them together 
with the wiring incident thereto. 

f. Be constantly on the lookout for prospects for possible 
installations of electric ranges or water heaters, and unless they 
can most effectively negotiate with the prospects themselves, 
report them promptly to the range sales division of the com- 
pany. 

g. Make a diligent and consistent effort to become sufficiently 
acquainted with electric range and water heater equipment and 
the results it will achieve to enable them to apply, specify and 
install it properly remembering that an installation which gives 
unsatisfactory results, whatever the cause may be, will do un- 
told harm to the general progress of electric cooking and 
water heating. 

h. Call freely on the range sales and service representatives 
of the company, or upon representatives of the manufacturers 
or jobbers, for assistance in connection with any range or water 
heater application, either in connection with specification or 
sale, and endeavor never to sell this equipment witnout being 
sure that the proper equipment is being specified to give the 
results expected by the customer. 


W omen W ant Them (Continued from page 54) 


“A great deal of promotional work and advertising must 
be done before popular favor can be accepted.” “With- 
out any study, it seems to me that unless the housewife 
likes to prepare unusual meals, she would be a poor 
prospect.” “Would think favorably provided enough 
money is spent for advertising.” 

When questioned as to which types of machine (refer- 
ring to prices) could be sold from the sales floor with 
competent demonstrator, 37 dealers said the machine 
retailing for $20 to $40; 16 dealers bid for the $60 to 
$80; and 7 dealers for the $100 machine. Forty-two 
dealers said they could follow up direct prospects cre- 
ated from store demonstrations and seven dealers said 
they could not. Thirty-seven dealers thought door-to- 
door selling on food-preparing machines would not pay 
and eighteen thought it would pay. Forty-five dealers 
said the $20 to $40 machine could be sold over the 
counter without any special demonstrator and four deal- 
ers said the $60 to $80 machine. Forty-five dealers 
thought the $100-up machine would require a complete 
demonstration in the prospect’s home, while 39 dealers 
thought the $60-$80 machine required a demonstration 
at home and nine dealers that the $20-$40 machine would 
have to be demonstrated in the prospect’s home. 

“Provided you could secure an adequate discount, 
which machines would you be interested in merchandis- 
ing?” The replies were: 35 for the $20-$40 machine ; 
20 for the $60-$80 unit ; an’ 19 for the $100-up machine. 
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“Would a direct-mail campaign to a list of your pros: 
pects help you sell a kitchen unit?” was another question 
asked. The replies were, 41 “Yes” and 11 “No.” No 
doubt on the affirmative there. 

Forty-five dealers said they preferred women to men 
demonstrators supplied by the manufacturer and seven 
said they preferred men demonstrators. 

When asked for the dealer’s opinion as to what con- 
stituted the chief reasons why food-preparing machines 
have not made more progress through central stations, 
department stores and electrical dealers, replies were: 
Forty-three dealers said “Price too high.” Thirty-eight 
dealers said “Inadequate advertising.” Twenty-nine 
said “Requires too much demonstration for the average 
salesman.” ‘Twenty-five said “Insufficient merchandising 
spread.”” Fourteen said some machines too complete for 
average requirements. Eleven said the machines were 
too complex for women to grasp. Eleven said the ma- 
chines were not well enough built. Three said some of 
the machines were not satisfactory to those who have 
purchased them. 

An interesting comment made by a central station’ 
company was: “We have told the housewife for years 
that the secret of cake textures is in the proper mixing 
and find the moderate-priced mixer made by reputable 
manufacturers slowly becoming popular. National ad- 
vertising would create a national demand for this device 
in the average home.” 
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